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The nation’s bill for sports. the Department of Com- 
merce estimates, is at least eight billion dollars a vear, 
with some 50 million Americans in attendance more 
or less regularly. 

This makes sports one of the biggest, and certainly 
one of the most expanding, markets in this country 
today. 

Paper is a star in every major sport. Directly and 
indirectly, its batting average is high in baseball, it is 
a favorite at the tracks, its gains have been enormous 
in football. and it is breaking records in basketball. 
boxing, golf, and tennis. 

The sporting thing to do, if you can’t get all the 


Mead Papers of the Mead, Dill & Collins, and 
Wheelwright lines you want when you want them, 
is to be patient. This Corporation, “Paper Makers to 
America,” is itself expanding to meet the needs of 
all expanding markets in America today .. . and the 
day must come when you will have no trouble getting 
“the best buy in paper today.” 


* & & Mead offers a completely diversified line of papers in 
colors, substances, and surfaces for every printed use, in- 
cluding such famous grades as Mead Bond; Moistrite Bond 
and Offset; Process Plate; Wheelwright Bristols and In- 
dexes; D & C Black & White; Printflex; Canterbury Text 


and Cover Papers. 


MORE THAN ONE HUNDRED YEARS OF PAPER MAKING 


THE MEAD CORPORATION .~©§ “PAPER MAKERS TO AMERICA” 


The Mead Sales Company, 230 Park Avenue, New York 17+ Sales Offices : Mead, Dill & Collins, and Wheelwright Papers~ Philadelphia> Boston -Chicago- Dayton 





| pape rs 


ESTASLICM 














any 


pin 








A 











~ we 
rs 


ae ee ie 
































Fhe 
REPORTER. 


wd Prect Mat Adve rising 


VOL. 10 








CONTENTS 
PAGE 
A Case History About Wives.... 5 
Horse Sense From Ollie the Owl.. 6 
A Human Interest Yarn 
Hotel Uses Post Cards............ 10 
An Unusual Magazine 
EE 6 wad encedcanneune 1] 
Highlights of the Month 
1948 Direct Mail Convention Plans 12 
Past Presidents Luncheon 
The Letter Critic 
Playing Post Office 
Notes from a Mail Selling 
Scrapbook 

One Advertising Man to Another.. 20 
Don’t Be Fooled by Surveys...... 23 
What’s the Best Day for Mail?.... 24 


Short Notes Department 


+++ H+oo4 


THE REPORTER 
of Direct Mail Advertising 


Editor and Publisher 
Henry Hoke 


Circulation Manager 
M. L. Strutzenberg 


Advertising Manager 
Henry Hoke, Jr. 


PHFHooos 


Report for November 1947 


The Reporter of Direct Mail Advertising 
is published monthly by Henry Hoke, 
publisher, 17 East 42nd St., New York 7, 
N.Y. Telephone Number Vanderbilt 6-0888. 
Subscription price $3.00 a year. Re-entered 
as second class matter, Nov. 15, 1939, at 
Post Office at New York, N. Y., under 
act of March 8, 1897. Copyright, 1947, by 
Henry Hoke, New York 17, N. Y. 








Reportorial 


OVEMBER, for THE REPORTER staff. was a troublesome month 

devoted to (1) trying to catch up on routine work disrupted by 
the Convention, (2) following through on ideas gathered at the 
Convention and (3) planning for the new year ahead. 


As George Kinter reveals in his column there were a 
number of unscheduled, unrecorded and unrehearsed meetings 
in THE REPORTER suite at Cleveland. Nearly every topic under 
the sun was discussed. 


At one point when THE REpoRTER itself was “on the pan” for 
not being bigger, better, more all inclusive or something . . . 
someone voiced the bright idea that we ought to have an “Editorial 
Board.” Seemed like a good idea! Of course, we’ve had an unoffi- 
cial, unlisted editorial board ever since this magazine started .. . 
consisting of all the faithful readers who write to us about their 
work, their tests, their ideas. But now we'll have a formally listed 
“Editorial Board.” Names on this first cooperating group will 
appear in the next issue. Each one was selected because of some 
special talent which can be drawn upon to make THE REPORTER 
“bigger and better.” 


The members of our “Editorial Board” will collect ideas, 
items and suggestions in their own fields or locations and pass them 
along to us... for final screening and application in the magazine. 
Read the list of members. If you happen to have criticisms or 
suggestions which for some reason you don’t want to send direct to 
us... talk them over with, or write about them to the member 
of the “Editorial Board” you know best. 


By the time you receive this issue . 1947 will be on its 
last lap... most of you will be trying to wedge your own planning 
for the new year in between the holiday celebrations, or vice versa. 
There are so many sobering predictions for 1948. A _ crucial, 
critical year! But, I like that line: “Today is the tomorrow you 
worried about yesterday.” 


So have a Merry Christmas . . . and plan on a prosperous, 
happy New Year. Perhaps your own “bigger and better” friendly 
Direct Mail can help to soothe some of the headaches troubling 
the worried world ... or your particular part of it. Worth trying! 


HENRY HOKE 
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It goes right on carrying sales talk to entire national markets and to 


those that are highly selective. Printed selling makes a mint of money for its users because of its 
great flexibility, consistently high productivity and consequent economy. Just as this form of adver- 
tising can be fashioned to any market situation and any product, Champion’s complete line is de- 
signed to fit a variety of jobs, whether letterpress or offset, on coated or uncoated. Its uniformly 
high quality and unusual versatility make Champion paper a favorite with advertisers and printers. 


THE Magellan AND FIBRE COMPANY... HAMILTON, OHIO 


MILLS AT HAMILTON, OHIO... CANTON, N. C.... HOUSTON, TEXAS 





NEW YORK + CHICAGO +» PHILADELPHIA + DETROIT + ST. LOUIS + CINCINNATI * ATLANTA +» SAN FRANCISCO 














A Case History About WIVES 


How A Good Humored Letter to the Wives of 40 Sales Repre- 
sentatives Helped Improve Handling of Manufacturer's Line 


N DECEMBER 7, 1946, The 

Schaible Company, Summer St., 
Cincinnati 4, Ohio, sent the following 
individually typed letter to the wives 
of their forty representatives. We are 
reprinting it now .. . because it is a 
timely subject for this season of 1947. 
[t started out Dear Mrs. (filled-in 
name). 


The Letter 


Every year about this time, our 
thoughts turn increasingly to ESPE- 
CIALLY nice things. First, Thanks- 
giving reminds us of good things to 
be thankful for. Then another special 
spirit takes over, and grows into all 
the cheering moods and festive atmos- 
phere surrounding Christmas _holi- 
days and their real significance. 


As we said, it all lifts our thoughts 
to ESPECIALLY NICE THINGS, 
—which naturally brings to mind our 
REPRESENTATIVES’ WIVES, 
and leads right to this little heart-to- 
heart talk. (That’s a long-winded 
approach, but it’s wise in case my wife 
hears about this. After all, forty is 
pretty many men’s wives for a married 
man to have on his mind without an 
explanation). 


At any rate, we wish we knew all 
of you “Schaible wives” personally. 
For one thing, it would make this a 
bit easier to write. And then the ones 
we kave met are so nice! (And to 
them we say: “Hi, again”). But the 
main reason we wish we knew all of 
you personally is that we understand 


From Information Furnished 


by SIDNEY MULLIKIN 





Reporter’s Note: An interesting case 
history for the records. We’ve heard 
of a number of organizations making 
good use of the mails by approaching 
the salesmen’s wives. In one case, a 
jurisdictional, wild-cat strike was 
settled quickly by giving the full facts 
by mail to the wives of employees. 


Incidentally, Sidney Mullikin should 
be remembered for his spectacular 
stunt of several years ago ... the 
“Kitchen of Tomorrow” .. . kidding 
the wartime promises of a postwar 
dream world. (See January 1945 
REPORTER. ) 


Latest news is . Sidney has 
resigned as General Sales Manager 
of The Schaible Company to form a 
business specializing in point-of-sale 
advertising and promotion. Good luck 
to him. 











your importance to your husband’s 
work, and feel that we are actually in 
business with you too, however in- 
directly. (We won’t Labor that point, 
but want to Manage somehow to 
show we know your part in that 


Union). 


For example,—among the countless 
other problems in this Collective 
Bargain of yours and ours, we imagine 
vou have no small job just to get the 
big (or medium, or small) brute 
started in the mornings,—or to eat 
his cereal_—or to teach him when to 
come in out of the rain... etc. etc. 
“odd” infinitum. (Monotonous, isn’t 
it? . .. meaning your job, not hus- 
band. On second thought, please 
don’t answer that). 
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More seriously, we know that many 
of you carried substantial business 
burdens on top of your other heavy 
duties with husbands away in the 
Service. Nor have we forgotten the 
others—those who also “performed 
beyond the line of duty” in the “battle 
of priorities’—who kept their hus- 
band’s head cool but his feet hot, 
while losing his shirt in the logistics 
of scarce vital goods in the furious 
skirmishes at Customer’s Last Stand. 
The greatest sales-prevention cam- 
paign of all time! 


Open Before Christmas 


Well, we hope you get the gist of 
some of our real thoughts. And to 
mark them further, we have (in our 
own clumsy masculine way) sent you 
a small token—a very modest one. 
Please OPEN BEFORE CHRIST- 
MAS—as far before as possible! (or 
otherwise any usefulness it may have 
for you might become still more 
modest). 





Unfortunately, the Cadillac Con- 
vertibles we wanted to send you 
again this year .. . (we say “again” 
because we want to every year) didn’t 
materialize ... again. So we have to 
leave that up to the big stiff to arrange 
for you, along with a new slinky mink 
coat. (Please keep this letter confi- 
dential ) ! 


Seriously, we wish you and your 
husband every success in all new years 
Instead of “saving up for a 


ahead. 
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rainy day”, the adage was in reverse 
with most of you for several vears of 
“raining up for a savey day’’—now 
arrived. And speaking for the whole 
company, but especially the Sales De- 
partment, we join in wishing you the 
merriest Christmas ever. Cordially 
and Confidentially yours. 


P.S. My Secretary says my “‘little’’ 
letter “doesn’t quite fit” on one page. 
‘That brings our Sales Bulletins to my 
alleged mind. Make the big stiff read 
them. And with the end of. sales- 
prevention at hand, keep his head cool 
and feet hot with “the Trade’. (And 
see that he bundles up, wears his 
overshoes, etc.). (End of letter.) 


Now ... here is the report on the 
letter just received from Sidney 
\Mullikin. 


‘The letter itself is self-explanatory, 
and mixture of a gag-approach with 
genuine sentiments was of course de- 
signed to build good will with our 
Salesmen’s wives, plus rather indirect 
benefits with our Salesmen themselves. 
These Salesmen are 40 Manufactur- 


ers’ Representatives who handle our 
Jobber sales. And since we compete 
for their efforts on our line with the 
other firms that they represent, any- 
thing we do that is rather unusual is 
of special value. 


The letter was addressed with the 
“NIRS.” emphasized (by all caps, red, 
and black underline). Each letter 
itself was individually addressed, also. 
‘They were mailed from here so that 
they would be delivered to the home 
Special Delivery on a Sunday. 


Taunted Husbands 


The men who received the letter at 
the door were of course quite curious 
about the Special Delivery letter to 
their wife, coming to their home on 
Sunday. Many of the wives kept 
their husband in suspense for some 
time,—waiting as many as_ several 
days before showing the letter, but 
meanwhile making them still more 
curious with taunts of Mink coats, 
Cadillac convertibles, and other parts 
of the letter. 








A lot of birds used to think we 
were sitting pretty because of that 
nestful of gold down at Fort Knox 
but they're beginning to realize that 
the country is getting way out on a 
limb because nobody trusts any- 
body any more. “he whole world 
is scrap-happy. It reminds me of 
something that happened here in 
Birdland not long ago. 


A salesman flew into the Eagle 
Hotel one night, registered and 
turned over a $100 bill to the 
clerk for safe keeping. Early the 
next day a man called to collect a 
food bill, just 100 bucks. There 
was little in the till at that hour, 
so the bird behind the register bor- 
rowed the century note given him 
by the traveling man, intending 
to replace it from the day’s re- 
ceipts and paid the food bill with it. 
The food man owed $100 rent 
and he gave the landlord the same 
bill. ‘The landlord owed the 
plumber $100 and settled the debt 
with the same bill. The plumber 
owed his doctor $100 for services 
and got a receipt in exchange for 
the engraved piece of paper that 
people call money. The doctor 





Horse Sense Prem Ollie the Owl 


had a suite at the Eagle Hotel 
costing $100 a month, his rent was 
due, so he went in and paid the 
same clerk with the same $100 bill 
paid the food supplier that morn- 
ing. In the meantime, this bit of 


paper had settled $500 in debts. 


That night the salesman asked 
for his hundred and the clerk’s 
eves popped out like ostrich eggs 
when the traveling man casually 
put a match to the bill, then used 
it as a torch to light a cigar. 


‘Are you a loon!” shrieked the 
clerk. “Lighting your cigar with 


a $100 bill!” 
“No, I’m a lark,” laughed the 


traveling man. “This bill’s a 
counterfeit.” 
Confidence is the best gold 


standard. 


Ollie The Owl 


Reporter's Note: Received above 
from Fred Merish, 342 Madison 
Avenue, New York 17, N. Y., who 


supplies research and_ editorial 
services to trade and house maga- 
zine publishers. Good thought 
starter. 








We began right away to receive 
back the nicest imaginable letters 
from the wives, and it wasn’t long 
before we had heard from all of them 
and most of the men too. 


Some of them went up to four 
pages expressing real appreciation for 
our sentiments and for our thinking 
of them at all, and most of them made 
humorous references to parts of the 
letter, their husbands, and his busi- 
ness. One of the most surprising 
aspects was, that of all the various 
firms that the men have represented 
over a long period of years, apparently 
we were the only one of all of them 
to do something about the wives; and 
their appreciation seemed to be much 
more for the writing of the letter 
itself than the little token we sent 
them. (‘This was simply a package of 
year-around gift wrappings—attrac- 
tive, but a modest present.) And 
being useful for all the special occa- 
sions, and other uses during the year, 
it has reminded them of us repeatedly 
during the year, rather than just 
before Christmas, though it was used 
also for their Christmas presents 
about to be wrapped. 





Mink in Sight 

These are typical of some of the 
amusing reactions: Our New Orleans 
man wired us saying, “Rush powerful 
dredge to dig me out of deep hole you 
got me in with wife’. Our Chicago 
man told us over the phone that his 
wife had been getting him up and off 
to work earlier for several days before 
he knew the cause of it. “he Syracuse 
wife said that she had started to study 
our products and was planning to 
start pounding pavements to help her 
husband get business for us. ‘Lhe 
Cleveland wife wrote that she thought 
she was getting the ‘Mink in sight” 
but that she didn’t know whether she 
could manage “the ‘Cad’—meaning 


the Cadillac, not the husband”’. 


The letters and comments were 
replete with amusing reactions, but 
through them all ran the main 
thought of genuine appreciation for 
recognition of the part they play in 
their husband’s efforts. And believe it 
or not, we could actually notice some 
results in terms of the men’s handling 
of our line, though this one episode 
of course was just one little ane in 
addition to the strictly non-gag in- 
fluences that largely comprise our 
Sales management, 
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ne sain: Uhalower 


Fine way for an interview to start! 

“You are the office manager,” I 
asked him. 

““Confidentially, the Brain,” he said. 

“Do you have a postage meter—”’ 

“Know all about it. Gizmo that 
prints postage on envelopes, makes a 
postmark, and seals the envelope flap, 
does its own bookkeeping. Right?” 

““Oh—then you do have a meter?” 

“‘Nope. Read all the ads. Anything 
to pass the time. Say—care for a game 
of gin?” 

“Sorry, no. Mr. Jones, you send out 
a lot of letters. A postage meter would 
save work—”’ 

“Lissen,”’ said Mr. Jones. ““That old 
gent over there is our VP in charge of 
Various and Sundry. Wetting down 
envelope flaps and the postage 
Stamps fills his day nicely.” 

“Couldn’t he do something 
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important—” 

“My job, for ® 
instance,”’ said 
Mr. Jones. “Think I 
haven’t thought of that, too?” 

‘And the meter prints any amount 
of postage, does away with frequent 
trips to the postoffice to buy stamps.” 


“Tere you go again,” broke in 
Mr. Jones, “overlooking the human 
element. The old guy /ikes to go to the 
postoffice and grab a beer. If he knocks 
down a few dimes on postage, so what?” 

“Have you ever considered how a 
postage meter could speed up your 
mail? Metered mail is faster, doesn’t 
have to be postmarked and cancelled in 
the postoffice, can make earlier trains.” 

“Tch tch! People who really want 
our stuff will wait to hear from us, so 
what’s the rush?” 







“But you do want more orders?” 

‘**‘Dunno,” said Mr. Jones. “‘Get 
more business, we get more of the boss’s 
relatives on the payroll. Some of them 
right be smarter than me... See what 
I mean? Hard to figure!” 

“Yes, Mr. Jones; thanks anyway.” 

“Okay. Breaks the monotony,” said 
Mr. Jones. 


Tuere are some companies—not 
many, thank goodness!—we just can’t 
interest in a postage meter . . . even 
though we make models for every size 
business, big or little. Ifyou’re interested, 
call the nearest Pitney-Bowes office. Or 
write for an illustrated booklet. 


PrTNEY-BOwES Fostage Meter 


PITNEY-BOWES, Inc., 2021 Pacific St., Stamford, Conn. Originators of Metered 


Mail. Largest makers of mailing machines. Branches in 63 cities in the United States and Canada. 








A Human 


Interest 


Yarn 


Anniversary Promotion 


Can Be Clever 


Just received . . . about the clever- 
est anniversary booklet ever produced 
by a printer. From Lasky Company 
(letterpress and offset) , 220 Elizabeth 
Avenue, Newark 8, New Jersey. Iwo 
colors, 842” x 11” 18 pages. 
Title “Thirty Years Ago... ” 
54” x 7V” printed memo attached 
to booklet when mailed, reads: 


“This booklet was prepared and 
piinted just for fun. A printer has 
that advantage. He can satisfy such 
a whim without checking too closely 
on costs. But since all booklets 
should have a reason for being, we 
dedicate this one to all business firms 
who, having survived the last thirty 
years, approach the next three dec- 
ades, unafraid.” 


The booklet itself makes good copy 
...and we'll reprint it to show how a 











Each 


long story can be told briefly. 
page has just a few lines of type and 
on most pages there is a simple car- 
toon in the second color. We'll put 
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the page numbers in ( ) so that you 
can follow through. 


(Cover) —TUHIRTY YEARS AGO... 
in black, printed over a small toy 
press which is in color. 


(2) blank 


(3) It was like this... (cartoon) 
there was this kid, see... 


(4) Once he sold a batch of Satur- 
day Evening Posts . . . a bigger batch 
than any other kid in the neighborhood 
had ever sold before . . . (cartoon) 


(5) so the grateful publisher pre- 
sented him with, of all things ... 


(6) (picture of toy press) this 
printing press! (Note: this printing 
press In BIG TYPE) (and in small type) 


Not something useful like a bike, 
or plumbers’ tools, or a book on how 
to be a success, or even plain money; 
of all things .. . a printing press! 


(7) (cartoon) Well, there was 
this kid with an idle printing press . . . 


(8) (cartoon) One day he made 
the awful mistake of printing some- 
thing with the press . . . The ink 
entered his bloodstream (cartoon) 


(9) (cartoon) soon, he made a 
worse error. He sold personal calling 
cards to neighborhood kids at 10¢ a 
100! 


(10) ... so after several years at 
trade school and print shops, this kid 
got a crazy idea. He was getting old 
(all of 18). He wanted to make his 
mark in the world! Wuy Not HIs 
OWN PRINTING BUSINESS? 


(11) (three cartoons) It looked 
easy .. . it looked like a lot of fun 
. and no troubles! 





(12 and 13) Two page spread. 
So he borrowed the family fortune of 
300 dollars and with the help of a 
gullible older brother started his own 
shop ... AND SO THEY HUSTLED... 
AND BUSTLED ...AND RUSTLED... 
AND MUSCLED . . . AND CUSS-ELED 
and as other younger brothers reached 
the age of gullibility, they were 
drafted, too... 


(14) Until ... Just look at them 
today (cartoon of nurse pointing to 
next page) 


(15) An extra fold on back cover 
making extra right hand sheet. On it 
nothing except a drawing of a door 
with “Quiet” sign hanging from door 
knob. Lifting this sheet we find 




















(16 and 17) Double page spread 
shows Saul and Jack Lasky in bed 
saying, “Easy, No! Troubles? Plenty! 


—But still good, clean’ fun!” 
(Wavering hospital charts hooked to 
end of bed.) Brothers Morris, Lou, 
Al and Phil are cartooned coming 
through door of ‘“‘Psycho Ward” 
bearing huge wreath celebrating 
Lasky Company’s 30th Anniversary. 


(18) Back page lists “their faith- 
ful co-workers’ —( fifty eight in num- 
ber) . . . with the following final 
note in a box: Let this be a warning 
to all parents whose sons sell Satur- 
day Evening Posts. 


It’s a good human interest yarn. 
Well told . . . well designed . . . and 
well printed. It will probably do 
Saul and Jack Lasky a lot more good 
than a serious brochure bragging 
about their achievements. 


Congratulations to all concerned. 
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INTERNATIONAL PRINTING INK e 


EMPIRE STATE BUILDING, NEW YORK 1, N.Y. « 





VOL. 47, NO. 11 





PRINTERS ACCLAIM GEMTONE® PROCESS INKS; 
COLORS SPARKLE, DRY FAST, PRINT SHARP! 
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Scene at the June 1947 Banquet of the Nation 
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al Graphic Arts Education 


Association at which the First Prize in the 11th IPI Essay Contest was 
made to David C, Dry, of Canton, Ohio, seated at the speakers’ table. 


IP] ANNOUNCES 12TH ESSAY CONTEST 


33 Prizes for Winning Graphic Arts Students 





Best Printed Essay to 
Win Silver Cup! 





Again, for the 12th consecu- 
tive year, IPI, via its annual 
essay contest for graphic arts 
students, is stimulating na- 
tion-wide interest among 
young people in the construc- 
tive functions of the printing 
industry. 

Response to this educa- 
tional effort, which is co-spon- 
sored by International Print- 
ing Ink and the National 
Graphic Arts Education As- 
sociation, has always been 
large and enthusiastic. Last 
year, 5,708 high school stu- 
dents from the United States 
and Canada participated in 
the contest 

The subject on which this 
year’s contestants will write 
is “Printing and a Free Econ- 
omy.” 

Again this year, too, the 
sponsors are seeking to en- 
courage students to broaden 
their knowledge of the crafts- 
manship of color printing. A 
separate group of prizes is of- 
fered for the essays most 
handsomely printed in color. 
To win in the essay contest, 
itself, an essay does not have 
to be printed, but those essays 
which are printed—in color— 
are eligible for 3 Craftsman- 
ship prizes of $20 each, and 
the award of a silver Crafts- 
manship Cup to the school 
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submitting the best printed 
essay. 

The best written essays will 
compete for 30 additional cash 
prizes. First prize is $500 in 
cash; second prize, a trip to 
New York or $175 in cash; and 
third prize, $50. Entries will 
be judged by a distinguished 
panel of judges still to be an- 
nounced, 

The contest is open to reg- 
istered students, not over 21 
years of age, in high school, 
trade school, or preparatory 
school. Junior high students 
in the 9th grade may also en- 
ter the contest. 

For rules and information, 
write Fred J. Hartman, Edu- 
cational Director, National 
Graphic Arts Education As- 
sociation, 719 Fifteenth St., 
N.W., Washington 5, D.C, 








Pressmen Discover Many New Uses 
for Inks which Dry on Top of Sheet 





“These inks actually sparkle!” Those are the exact words 
of one of the first printers to use IPI Gemtone process col- 
ors. That was several months ago. Today, hundreds upon 
hundreds of printers are equally as good friends of Gem- 
tone. They are saying, for Gemtone, some of the nicest 
things we’ve ever heard about printing ink. 


The sparkling reproduc- 
tions which prompt many of 
these remarks result from the 
tendency of Gemtone inks to 
acquire a brilliance akin toa 
sparkle whenever one color is 
printed on top of another. 
Four-color work is especially 
beautiful. 

But sparkling results are 
only part of theGemtonestory. 
Just as important is the fact 
that the inks dry on top of the 
sheet. Without heat! 

They virtually eliminate 
dryback, the tendency of con- 
ventional oil inks to penetrate 
and spread into the paper as 
they dry. 

Furthermore, Gemtone inks 
dry so fast, they save hours 
drying time between press 
runs, 


What Explains Gemtone’s 
Brilliant Colors 
and Rapid Drying? 


IPI Gemtone inks derive their 
properties from unique for- 
mulation. They are not con- 
ventional oil inks. They: dry 
by an advanced principle sim- 
ilar to that developed by IPI 
for the famous Vaporin® inks 











SUBWAY MAP INKS WITHSTAND HEAT AND PRESSURE 





New York City is getting a 
new set of subway maps with 
plastic coverings that have 
saved the city $72,000 in 
framing and glass covering. 

All the inks had to be non- 
bleeding and light colors as well 
as dark had to be capable of 
maintaining their original 
color under heat and pressure. 
We successfully prepared 
these formulations; are proud 
of their part in helping to ef- 
fect savings for the city, 
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used on the fastest traveling 
webs. Gemtone inks, however, 
were developed specifically for 
sheet-fed presses, and do not 
require heating equipment for 
their use. 





Send for this folder. It contains 
specimens of publication printing 
with IPI Gemtone process colors, 
the sparkling inks thatlook almost 
as brilliant dry as they do when 
they come off the press wet! 


Ever since their introduc- 
tion, Gemtone inks have been 
used with great success for 
process work on single-color 
presses, two-color presses, and 
four-color presses. 

However, we don’t know 
what they will be used for 
next. One printer experi- 
mented with them on a fold- 
ing box, another printer tried 
them on colored labels, and 
still another on match folders. 
A corrugated board printer 
has used them on corrugated 
cartons. All these printers re- 
port excellent results, and good 
mileage, too, because little ink 
was lost in penetration. 

We have prepared a folder 
containing specimens of Gem- 
tone 4-color publication proc- 
ess printing (see photo). Send 
for it. Gemtone printing is 
something to see! «Trade Mark 





Hotel Uses Post Cards 


A Report from Fred F. Harris, President 


Harris Hotel Management Company 


Although our luncheon, cocktail 
and dinner business at the Mayfair 
Hotel in Los Angeles was at an all 
time high some months ago, we 
wanted to bring more and new people 
into our restaurants. 


Without identifying our hotel, but 
giving a box number for the return, 
we conducted a Luncheon Habit 


Survey, sending a double post card to 
3,000 selected names in down-town 
As illustrated below, 
was designed to 
these 
much time they 


Los Angeles. 
the questionnaire 
determine where 
lunch, how 


people ate 


had, 


out eight mailing pieces, each offering 
specific services and facilities at the 
Mayfair. At the end of eight weeks 
we had added so many new patrons 
that we could not accommodate all of 
them. We learned from this em- 
barrassing situation that mailing cam- 
paigns in the future should be smaller 
and more select. 


The third card went after the 
luncheon business. ‘The fourth mail- 
ing gave specific instructions on how 
to reach the Mayfair quickly and con- 
veniently by various modes of trans- 
portation. In the fifth card we 





whether they usually ate alone or in 
groups, and whether they used the 
lunch hour for business meetings. 


To the 1,700 people who answered 
the questionnaire, we made another 
mailing, giving them the result of the 
survey, and divulging for the first 
time that the Mayfair Hotel had 
asked the questions. At the same time 
we invited them to try the Mayfair 
for lunch. 


The response to this second mailing 
was so great that we had to hire five 
extra waiters and waitresses to take 
care of the business. In all we sent 
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plugged the cocktail hour. Number 
six promoted dinner and supper busi- 
ness. The seventh promotion piece 
oftered a room reservation service. 


To end the series of mailings, we 
invited local people to open charge 
accounts and request credit cards. 
Within four days 343 people whom 
we had never heard of before re- 
quested city account cards. Note how 
each mailing piece, always a folded 
post card—carries a teaser message on 
the outside, and a good reason for the 
potential customer to patronize the 
Mayfair. 





An Unusual Magazine 


George FitzPatrick of Sidney, 
Australia sent this reporter a copy of 
the Sept. issue of “The Efficiency 
Magazine” (published by Herbert 
N. Casson, Kent House, 87 Regent 
Street, London, W.1, England) so 
that we could see the kind review of 
“Dogs That Climb Trees.” But the 
magazine (or its publisher) interested 
us more than the review. 


Life Subscriptions 


Magazine is a 6” x 9” 36 pager. 
Informal, friendly articles about ef- 
ficiency in business. Casson authors 
all articles entirely by dictation into 
an Ediphone. Published monthly. 
Single copies; | shilling. One year 
subscription, 10 shillings. But here 
is the amazing thing about this maga- 
zine. Casson offered life subscriptions 
for four pounds (good until either the 
subscriber or publisher dies). As of 
the September issue, publisher Casson 
(now 78) has exactly 5,251 life sub- 
scribers. And no wonder. Every page 
reflects a kindly, helpful personality. 
Many house magazine editors could 
profit from a study of the style. ‘he 
lead editorial in the September issue 
paints a character picture of Herbert 
Casson. I'll pass it along to Reporter 
readers ... with my thanks to George 
kitzPatrick for furnishing me with a 
most pleasant hour of stimulating 
reading. He calls it— 


Keeping In Touch 


‘The great Elder Statesman of 
France, MI. Edward Herriot, once 
wrote an article about me in a Paris 
magazine. He called me ‘‘a com- 
pletely modern man, without meta- 
physical fog or historic cloud before 
his eves.” 

[ hope I'll always deserve that 
praise, no matter how long | live. [’ll 
be 78 this month. The only way to 
be old and not regret it, so | think, ts 
to keep in touch with today. 


When any elderly man finds him- 
self putting a halo on the Past, when 
he sighs and says, “there were giants 
in those days,” he should stop and 
overhaul himself. ‘The arteries of his 
brain have begun to harden. 

An elderly man should remember 
the follies of his youth and how he 
outgrew them. Every now and then | 
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meet a young man of 30 who has 
more knowledge and sense than I had 


at 30. 


[ am much more concerned today 
with the unteachability of older people 
than I am with the ignorance of 
younger people. If a man wants to 
keep mentally young, he must keep 
in touch with his sons and daughters. 
‘They know much more about the 
world of today than he does. 


Experience is useful when you add 
to it daily. Otherwise it is a handicap. 
[It is a pull-back. All older people 
must keep themselves up-to-date. “The 


big word is TODAY. 





Shaved or Unshaved! 


Henry, 


Maybe I should go up and picket the 
Schick Razor people with a sign read- 
ing “Unfair to the H of D’—Bill Tyler, 
over at Advertising and Selling tells 
me that Schick ran a magazine ad re- 
cently, entitled “You can’t shave with 
printer’s ink.” . . . and the March 
issue of THE REPORTER carried my ad 
telling people “How to SHAVE on 
PRINTING.” Who's trying to scalp 


who? 


—Paul Dyal, The House of Dyal, 30 
Irving Place, New York 3, N. Y. 














A Crying Towel 


Bill Bonsib Advertising Agency, 
U.S. National Bank Bldg., Denver, 
Colorado recently mailed a novelty 
piece printed on a perforated edged 
paper towel. Copyrighted copy reads: 


Crying Towel 


[f you believe a depression is upon 
us, we extend our deepest sympathy 
and this Crying ‘Towel. We believe 
that JAlerchandising and Hard-Hit- 
ting Selling—plus sound, well-writ- 
ten Advertising will make our present 
economy the basis for new price and 
income standards and an era of Busi- 
NeSS Prosperity. 

Add to incidental information: 
through this same agency we learn 
that Birth Control products are being 
actively promoted by mail. For its 
client, Medi-phragm Birth Control 
Products, Arvada, Colorado, the 
Bonsib Agency is directing a large 
mailing campaign to physicians to 
stimulate sales by prescription through 
drug stores. The mailing division is 
handling approximately 30,000 letters 
per day. 
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Because prestige is important 


C Me SHOREHAM 
uses STRATHMORE 


Daily. The Shoreham corresponds with distinguished men and women 
.. visiting royalty, statesmen, members of the diplomatic corps, as well 
as Americans of means, taste and importance. It is no mere accident 
that The Shoreham uses Strathmore for its letterhead to express the 
quality of its service, the meticulous attention it gives to every detail. 
The feel and appearance of fastidiousness in the paper, the illustration 
of this beautiful hotel in a well balanced, engraved design, the crispness 
of the typewriting, convey Shoreham standards at once. 


What does your letterhead do to express your business? It is the first 
and continuing impression your correspondents receive. Make sure it 
is the best possible by specifying a Strathmore letterhead paper. 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, 
Thistlemark Bond. Alexandra Brilliant, Bay Path Bond, Strathmore Bond. 


STRATHMORE o:::2: 


Strathmore Paper Company, West Springfield, Massachusetts 
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Tes DMAA Winners 


Receive Awards 


The ten New England winners of 
the 1947 DMAA Best of Industry 
competition, were presented their 
Certificates of Award on November 
25th, during the Boston Advertising 
Club’s Direct Mail Day luncheon. 
Presentation was made by Alice 
Drew, Chairman of the Direct Mail 
Advertising Association board of 
judges for 1947. 

Direct Mail Day in Boston was 
chosen as the kick-off point this vear 
for the cross-country tour of the 
seventy-two Best of Industry cam- 
paigns. Four hundred and _ fifty 
attended the luncheon and circulated 
in the parlors to examine the port- 
folios. Chairman Ray Strawbridge 
said that more than a hundred and 
fifty were turned away from one of 
the most enthusiastically attended 
Direct Mail days to date. 


Principal speaker Edward N. 
Mayer, Jr., president of James Gray, 
Inc. gave all media something to think 
about in warming up to his Seven 





of the Month 


Cardinal Rules for Direct Mail Suc- 
cess. He said that there are still too 
many who believe that the various 
media are competing. 


‘“‘As a matter of fact, next to mail 
order selling, media uses more Direct 
Mail than: any other classification of 
business.” He said that no one form 
of advertising can do as good a job as 
the proper coordination of the ones 
needed in any particular situation. 


Those seven cardinal rules for 
Direct Mail success are worth listing: 


|. WHAT IS YOUR OBJEC- 
TIVE 
2. ADDRESS 
TO RIGHT LIST 
3. WRITE COPY TO SHOW 
WHAT PRODUCT DOES FOR 
HIM 


CORRECTLY 


4. MAKE LAYOUT AND 
FORMAT FIT 
5. MAKE IT EASY FOR 


PROSPECT TO SEND ORDER 
FOR INQUIRY 

6. TELL YOUR 
OVER AGAIN 


STORY 


7. TEST EVERY MAILING 
YOU MAKE 





AWARD WINNERS and DMAA delegation at Boston Ad Club Direct Mail Day. 
Left to right (standing) Monroe W. Gill, Edward J. Breck, William Gentry, Harold 
Fellows, president of Boston Ad Club, John W. Church, (Sheppard Envelope) Guy 
Cunningham. Left to right (seated) Mrs. N. Myra Glazier, Ray Strawbridge, Alice 


Drew, Edward Mayer, Margaret Kedian. 
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Receiving the Certificates of Award 
for their various fields were: Edward 
J. Breck, John H. Breck, Inc., for 
Cosmetics; Mrs. N. Myra Glazier, 
Sheppard Envelope Co., for Envelope 
Manufacturers; William A. Scherff, 
Plymouth Cordage Co., for Fibre 
Products; C. L. Shaw, Norton Co., 
for Industrial Supplies; Monroe W. 
Gill, Eastern Corp., for Paper Manu- 
facturers; L. D. Gilmore, Dennison 
Manufacturing Co., for Paper Spe- 
cialties; Kenneth Kinshaw, Eastern 
States Farmers’ Exchange, for Asso- 
ciations-Agriculture; Margaret 
Kedian, New England Confectionery 
Co., for Food Products; William 
Gentry, New England Mutual In- 
surance Co., for Insurance-Consumer ; 
Guy Cunningham, Station WEEI, 


for Radio Stations. 


Movie About Bristol 


New merchandising ideas are al- 
ways welcome. Linton Brothers, 
Fitchburg, Massachusetts, has one in 
their new colored sound film, “The 
Pulling Power of Printing Bristol’’. 
Introduced at the Harvard Club on 
November 20th, the film tells a story 
of how bristol fits into the field of 
printed promotion. It is full of ideas 
and was made to give paper merchant 
salesmen, advertising personnel, print- 
ers, lithographers and users of direct 
advertising a better understanding of 
how to use bristol. The seventeen 
minute film was wrapped around a 
theme of color, shape and stiffness . . . 
an advantage for some _ types of 
promotion. 


Directed by Roger Clapp, Advertis- 
ing Manager, Linton Brothers, the 
film, as part of a thirty minute show, 
will be available after January first 
to clubs and groups across the country. 
Requests for showing should be sent 


to Mr. Clapp. 


1948 Direct Mail 


Convention Plans 


As reported last month, the Direct 
Mail Convention for 1948 will be 
held in Philadelphia. The DMAA 
and MASA Boards have succeeded 


in synchronizing their dates. 


The Mail Advertising Service As- 


sociation (Producers of Letters) will 
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writes with 


PRINT-STYLE TYPE 


in over 300 attractive styles and sizes 














Vari-Typer* looks like a) LARGE TYPE FOR HEADLINES | 
Book and News Types for fine Appearance 


ated by a typist. But it uses ItalicsQR BOLD FACE FOR EMPHASIS 


typewriter, is easily oper- 


instantly-changeable ty pe CONDENSED TYPE FOR FORMS AND STATISTICS 
that can give your forms yao GEeSxppotyP"nvvOp~sx,orA.n = 
and bulletins the appear- And Type for Any Language | 


ance of printed matter at seeenmnaniial 


— 














* cost so low is hard © AVES A PRINTED APPEARANCE — 


and foreign countries 
Marca Registrada 






“Reg. U.S. Pat. Off. — tg office stencil and offset duplication 


Marque Deposee Vari-Typed stencils or master copy are automatically 
spaced ... with both margins squared ... clean and 
Sharp ... ready to be run off the same day in any 
duplicating, offset, hectograph, blueprint or photostat 
machine. Average savings in cost are tremendous, some- 
times as high as 80 percent! Write today for Booklet 
No. R11 or demonstration. RALPH C.,.COXHEAD 
CORP., 333 Ave. of Americas, New York 14, N. Y. 





meet September 26, 27 and 28... Mail Advertising Association, held at 
hotel to be selected. the Waldorf-Astoria, New York. 


The Direct Mail Advertising As- Another feature was the presentation 
sociation will meet the following of a plaque to the retiring president, 
three days, September 29, 30 and Edward N. Mayer, Jr., president 
October 1 at the Benjamin Franklin James H. Gray, Inc., New York, by 
Hotel. Earl Buckley, chairman. the newly elected head of the associa- 


; tion, Charles B. Konselman, advertis- 
DMAA President Charles Konsel- ing and public relations manager, A. 
man and other officers have been meet- — & M.. Karagheusian, Inc., New York. 
ing with Direct Mail leading lights 
of Philadelphia . . . arranging for 
Committee heads and all the other 
details which have to be planned long 
months ahead. ‘The average delegate 
to a convention doesn’t realize the 
planning and labor which make his 
three smooth running days possible. 


More 1948 Convention details will 
follow in the months to come. But 
put a ring around your calendar now. 


Past Presidents 
Luncheon A Success 


Creation of a new national ad- 
visory board, and expansion’ of 
services, were announced on No- 
vember 24th at the Annual Past 


° . Left to right—Edward N. Mayer, Jr., and 
Presidents luncheon of the Direct Tiesten & Mamecined 








[Intensification of regional activities 
in behalf of Direct Mail Advertising 
will be one of the chief objectives of 
the coming year’s program, Mr. 
Konselman stated to the gathering of 
past presidents and directors of the 
association. New committees have 
been established as follows: Member 
Services, with Richard Messner, vice 
president, E. E. Brogle & Company, 
Inc., New York as chairman; Pub- 
licity and Public Relations, Herbert 
LL. Stephen, field editor, Printers’ Ink, 
New York; and liaison with The 
Reporter of Direct Mail Advertising, 
Horace Nahm, president, Hooven 
Letters, Inc., New York as chairman. 


Other committee heads for the 
coming year, as announced by Mr. 
Konselman, include: Speakers Bureau 
which will be expanded and strength- 
ened, Edward N. Mayer, Jr., chair- 
man, who continues to head the postal 
affairs committee; Membership, 
Herbert Buhrow, McGraw-Hill 


Book Company, New York, chairman. 


Conversation and impromptu talks 
around the luncheon table seemed to 
center on research. All the past presi- 


(Continued on Page 14) 











The 





Letter 


Critic 


Editor’s Note: In the August REPORTER we started a new department with a 


promise it would appear frequently (if not monthly). The first column analyzed 


the current campaign to eliminate “dear” in business letters. Here’s a sequel to it. 


ASSUMING by this time the ma- 
jority of our reading audience 


has become thoroughly indoctrinated 

. or even partially reconciled ... to 
the prevalent practice of abolishing the 
affectionate salutation (that inept 
word “‘dear’’) in business letter writ- 
ing, let us now move into the front 
line phase of action by exposing to 
view some concrete applications of 
the so-called ‘“‘new”’ technique = in 





Past Presidents Luncheon 


(Continucd from Page 13) 


dents agreed with Howard Korman, 
of Donahue & Coe, Inc., New York 
that more research should be sched- 
uled to show direct advertising’s place 
in the field. 


Members nominated to serve on the 
national advisory board, and the dis- 
tricts they will represent are: Elmer 
Lipsett, S. D. Warren Company, 
Boston, New England; Alice Drew, 
advertising manager, “TelAutograph 
Corp., New York, metropolitan New 
York: W. 1). Molitor, director ot 
sales, Edward Stern & Co., Phila- 
delphia, middle Atlantic; J. 5. 
Roberts, advertising manager, Retail 
Credit Co., Atlanta, south Atlantic; 
Ralph P. Thompson, Perrin & 
Thompson, Inc., Winter Haven, 
Florida, southeast; John E. Wolf, 
John E. Wolf & Co., Oklahoma City, 
southwest; Dale Wylie, sales promo- 
tion manager, Iron Fireman \Alfg. 
Co., Cleveland, north central ; George 
MIicKiernan, George \IcKiernan & 
Co., Chicago, midwest; Eric W. 
Smith, vice president, Burrouvhs. 
Inc., Los Angeles, west coast; Neil 
Powter, sales promotion manager, 
Howard Smith Mills, Montreal, 
representing Canada. 
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handling the vast volume of America’s 
routine, daily correspondence. 


Before going into battle formation, 
first picture me, a humble servant of 
business, comfortably ensconced in my 
well-equipped, but not so swanky, fox 
hole office, working like yourself per- 
haps, for a large corporation. Here | 
have easy access to all manner of 
means of modern communication with 
the public. Including the telephone, 





telegraph, teletype and personal mes- 
senger service. As you undoubtedly 
do, too. Naturally, in this ambidex- 
trous age, | take full advantage of all 
of these services . . . as warranted by 
various circumstances of the moment. 
But for my money, the simple pro- 
cedure of writing a letter, plus the 
necessary expediency of afhxing a 
purple-hued stamp to the envelope, 
does an infinitely better job of con- 
tacting for me than the combined 
facilities of the whole gamut of fore- 
going equipment used by modern busi- 
ness as a means of communication 
with the public. Why? Because for 
me, using a comfortable swivel chair 
as the base of operations, I can cor- 
respond by mail direct with a desig- 
nated person anywhere at less expense 
and more in detail than through any 
other available method of communi- 
cation. 

During the war millions of mem- 
bers of our armed forces discovered 
this wonderful experience to their 
utter satisfaction. Most businessmen 
have known for years, of course, the 
inherent value (and eventual mone- 
ary return) of writing a_ cordial, 





The First Step to Distinctive 
Sales Promotion 


SALES PROMOTIONS that sing require a 
paper that’s in tune—yet sounds a dif- 
ferent note each time. Here’s where 
your printer comes in. He can tell you 
about a paper that can’t be matched for 








distinction and versatility. He knows 
paper... handles it... works with it 
every day. He’s an expert. You can take 


his word for it when he recommends 






Excelle nt 






ce! ing 
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Rising Paper Company, Housatonic, Mass. 

















interesting, descriptive letter to cus- 
tomers, as well as potential prospects. 
However, the routine of conducting 
correspondence by mail requires a 
certain amount of imagination on the 
part of the initiator of the missive. 


Use Imagination 


Otherwise, the complacency of the 
four walls of the average office has a 
decided tendency to stagnate the 
human mind. Aside from cultivating 
the faculty of imagination, it is also 
well for the effective letter writer to 
be always on the alert . ready to 
adapt to his advantage any new tech- 
niques in methods of communication 
with the public such as lend them- 
selves to being in keeping with the 
tempo of the times. For instance, the 
current practice of abolishing the 
word “dear” in business correspond- 
ence (socially all right) certainly falls 
within the sphere of this kind of 
thinking. 


Which brings us back directly to 
my previously-announced purpose of 
providing you with some “live ammu- 
nition” in the way of a few concrete 
examples of how I apply the new lead- 


in principle in letter writing. It 
isn’t a difficult technique to master 
once you've acquired the regular habit. 
The following lead-ins culled at 
random from my routine correspond- 
ence, may prove of some inspirational 
value to you, at least as self-starters, 
in modernizing your letters to cus- 
tomers: 


we We're wondering, Gentlemen (re- 
quest to correspondent designed to ask 
a favor of him) 


a if you please, Mr. Customer (a 
polite lead-in that encourages a thor- 
ough reading of the message) 


mw \lay we inquire, Gentlemen (ques- 
tion technique that practically auto- 
matically requires a recipient of the 
communication to say “yes” to the 
seller’s proposal ) 


ea it’s pleasant news, Mr. Corre- 
spondent (used effectively in a letter 
of response to an inquiry expressing 
interest in an advertiser's product or 
service ) 


ae We wish to report, Gentlemen 
(acknowledgment of receipt of ma- 
terial ) 





Christmas 1947 


WALTER DREY, List Broker 
INTERNATIONAL LIST BUREAU 


> 


and Genl. Manager, B.C. 


Prior to 1916. 





HOPE 
I give you “Hope,” for the coming year. Not “Forlorn 
Hope,” it’s a different word. 
“Forlorn Hope’ stems from the Dutch —“‘verlooren 
hoop,’ a lost band or troop —a vain or faint hope. 
But there is nothing faint about the Hope I offer you. 
It stems from the Anglo-Saxon “hopa,” “tohopa.”’ 
Hope is Desire accompanied with expectation of obtaining 


what is desired or beltef that it is obtainable. 


Send for Recommendations — Register Lists With Us 
45 Astor Place, New York 3, N. Y. 


Member National Council of List Brokers 


Formerly: Advertising and Promotion Manager, Magazine of Wall Street; Vice-Pres. 
Forbes Publ. 
imerican;: Home Sales Manager, Remingtoun-Rand (Monareh Typewriter Div.). 

tdvtg. Mor. Drey & Kahn (Glass), Director Perry Dame & Co. (Nat'l. 
Vail Order), Adv. Mar. Smith & Kaufmann (Texrtiles), Pres. A 


('o.. Tne. 


Walter Drey 


Tel. Gramercy 7-3269 


idrertising Director, Scientific 


. VM. Swed Co. (Agency). 
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mw Here’s a check, Mr. Happy (used 
with a letter of transmittal of funds) 


@ According to our records, Mr. 
Debtor (lead-in for a dunning note) 


me Here’s the story, Gentlemen (pro- 
vides a quick, explanation 
about the seller’s proposition in the 
first paragraph of the letter) 


concise 


@ Be on the lookout, Mr. Antici- 
pator (used to arouse an element of 
suspense in a communication advising 
customer of shipment of material ) 


me We've just learned, Gentlemen 
(follow-up used to support salesman’s 


call) 


New Lead-in Easy 


Obviously, with the limited amount 
of space available here, it’s not possi- 
ble for me to reproduce the full con- 
tents of my letters to customers. Nor 
would such a procedure be ethical, 
anyway, under the circumstances. 
But put yourself on the receiving end 
of these several examples of lead-ins 
(which is all that’s necessary at the 
moment) to the modern technique of 
letter writing. Wouldn’t you, as the 
recipient of such communications, be 
inclined to respond favorably to them ? 
And don’t you now feel that the new 
lead-in technique can be easily culti- 
vated after all? “True enough, in the 
beginning, elimination of the use of 
the traditional word ‘“‘dear’”’ in letter 
writing will require a little extra 
thought on your part. But it won't 
take long to become a regular habit 
with you. Moreover, you ll 
notice a definite change to a friendlier, 
livelier tone to the body context of 
vour letters to customers. ‘That’s the 
long-range challenge. In my case, it’s 
been a stimulating experience (over a 
period of many years) to observe with 
a glow of smug satisfaction, how, 
gradually, some customers, notorious 
for an uncompromising outlook on life 
have adopted the new lead-in tech- 
nique in conducting their own busi- 
ness correspondence. 


soon 


Watch For... 


Look forward in our next Re- 
portorial briefing session to a gentle 
oftensive thrust directed against other 
out-moded practices in commercial 


letter writing procedure. 
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1,000,000 
WOMEN 
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¢ All Ordered 
Within Past 6 Months 


¢ Proven Responsiveness 
¢ Versatile Buyers 


¢ Rental Only Through 
The List Owner - 
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GRAPHIC ENTERPRISES 
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17 E. 42nd St., New York 17, N. Y. 
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ECEMBER 1, 1947, marked a 
ne day in Post Office history. 
It was the day when Jesse Donaldson 
became Postmaster General. So for 
the first time since Benjamin Franklin 
became the first Postmaster General, 
a man heads the greatest Postal Serv- 
ice in the world who knows a great 
deal about the service and its prob- 
lems. 


Mr. Donaldson has done an out- 
standing job during the many years 
that have followed his  appoint- 
ment as a carrier in a small town in 
the middle west. Not the least note- 
worthy of his accomplishments was 
the splendid testimony he presented 
to the present Congress during the 
“Rate” hearings last spring. It can 
be said that his picture of the prob- 
lems that would follow increased 
rates probably had a great deal to do 
with the fact that no rate-increase bill 
passed the first session of the 80th 
Congress. And it can be added that 
he, as First Assistant Postmaster 
General was just as interested in an 
investigation of the Postal service as 
the most rabid rate raiser in either 
House. 


We hope that the appointment of 
Mr. Donaldson sets a_ precedent. 
With a man who has spent his adult 
life in the Post Office running the 
whole Department, not. only will 
every postal employee from substitute 
clerk to Chief Inspector work harder 
than ever before . . . but also now 
there’s a splendid possibility that the 
Post Office will again be run in the 
same fine tradition that Benjamin 
Franklin started. 


Last month H. H. mentioned in 
his Short Notes Department that 
United States Envelope had published 


Playing 
POST OFFICE 


By: EDWARD N. MAYER, JR. 


a new booklet on the use of Air Mail. 
On the off-chance that you missed this 
note, we want to repeat here that it’s 
the best job on Air Mail we've ever 
seen ... and you can’t afford to be 
without a copy. Your printer or 
paper merchant can probably get one 
for you or a letter to the U. S. En- 
velope Co., Springfield 2, Mass. will 
bring one post-haste. It’s the finest 
booklet we’ve seen that not only tells 
how to get the most out of Air Mail 
but also shows how other organiza- 
tions are using it for practically every 
business service. The planned use of 
Air Mail can mean extra profits to 
you ... and this booklet will show 
you how to collect those profits. 


One of the best proofs we’ve ever 
seen that the Post Office is the very 
backbone of this country appeared in 
a recent issue of the Postal Bulletin. 
It was a short note explaining to 
Postmasters that much as they might 
like to cooperate they were not to 
issue new burial flags to the families 
of “our fallen heroes”. We checked 
into the note and found that well 
over a year ago the Department had 
announced that the Army would be 
responsible for replacing flags dam- 
aged in transit and Postmasters were 
not to issue these replacements. But 
in spite of that order and the instruc- 
tions sent to the families by the 
Veteran’s Administration, a_ great 
many Americans were so used to going 
to their local Postmaster for anything 
and everything to do with their Gov- 
ernment that hundreds of flags had 
been distributed since the boys started 
to come home. 


Probably this whole thing isn’t very 
important . . . except to prove once 
again that in the smaller towns of 
America practically the entire life of 
the community centers around the 


Post Office. 
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Last month our good friend George 
Kinter had some things to say about 
the Post Office in his column “One 
Advertising Man To _ Another.” 
George asked that if we hadn’t done 
so, he’d like to see us write something 
about the rules and regulations of 
the Post Office, that are so much more 
“confusing than amusing.” You'll 
remember that George went on to 
cite chapter and verse where his Post 
Office had ‘‘thrown the book at him”’ 
and made his life miserable by insist- 
ing that he follow exactly and care- 
fully certain rules and regulations 
that at best looked silly and unneces- 
sary, to the proper and speedy dis- 
tribution of the mails. 


Actually, George, there is no good 
answer to the “troubles you’ve seen,”’ 
except possibly to recite the story of 
the size of the Post Office, the number 
of employees, the amount of mail 
carried and all of the other items that 
help to make it one of the world’s 
largest business organizations. Add 
to this size the bureaucracy that is 
bound to creep into any government 
operation and you may have some 
inkling of the reason for your par- 
ticular headache. 


However, George, there is an over- 
all answer to your question about the 
confusin’ rules and regulations. And 
that answer ties right in with some of 
the things you’ve said in the past 
about Better Business Bureaus, etc. 
Maybe it’s straining at gnats to drag 
in the chiselers of this country as an 
excuse for the fact that you can’t get 
meter stickers instead of stamps for 
your parcel post or your check is no 
good at one stamp window but perfect- 
ly O.K. at another. Probably if we 
weren't so lazy and checked carefully 
we could report to you the reason 
behind these “silly” regulations . 
but without going into backgrounds 
we're pretty certain that there was a 
logical reason for the original ruling. 
And although you only want to use 
one line of type across your envelope, 
the guy next door seeing it might 
very well decide he wanted to use an 
overall design and instead of 34%” 
clear space, leave none at all. 


So the Post Office sets up these con- 
fusin’ regulations that penalize ‘guys 
like yourself in order to protect you 
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(and the Post Office) from the self- 


same chiselers. 


George, maybe we can explain the 
whole thing a little more clearly by 
quoting from the Postal Bulletin of 
November 25th. You probably know 
all about Form 3547. The Depart- 
ment, with the help of large mailers 
who were interested tn keeping mail- 
ing lists up-to-date, worked it out 
years ago. You also know that when 
you receive a copy of the Form you're 
expected to pay for this mailing list 
service. And you and 99% of the 
other mailers in this country are 
perfectly willing to pay the charges to 
get the service you want. But not 
every one feels that way George... 
so the Post Office has to tighten up 
“the book” and throw it at all mailers. 


Here then is the item from the 
Bulletin . . . and George, I hope it 
will help you understand some of the 
“confusion.” 


“Undeliverable third-class matter not to 
be delivered to senders or agents in 
bulk without payment of postage.” 


“Tt has come to attention that certain 
utilities and other concerns in large cities 
have instructed their branch offices or 
representatives in other places not to 
pay return postage on undeliverable third- 
class matter mailed by them but to call 
at their respective post offices once a 
month or at other intervals and pick up 
such undeliverable mail in bulk without 
payment of postage. All postmasters are 
cautioned against complying with such 
requests since to do so would be contrary 
to postal laws and regulations. If the 
matter bears the pledge to pay return 
postage it should be promptly returned 
when undeliverable, charged with re- 
turn postage computed on each piece. No 
notice of nondelivery should be sent. 


“The senders of ordinary third-class 
matter that is obviously without value 
and does not bear the senders’ pledge to 
pay return postage should not be notified 
of the nondelivery of such matter. 


“When mailers of circulars or other 
miscellaneous printed matter of the third 
class, which is not of obvious value and 
bears no pledge to pay return postage, 
desire to obtain the undeliverable pieces 
in order that they may correct their 
mailing lists and at the same time reuse 
the matter the same may be returned to 
them upon payment of postage at the 
rate applicable under the postal laws and 
regulations, computed on each separately 
addressed piece which, in the case of 
ordinary circulars, would be 1% cents 
for each 2 ounces or fraction thereof. 
This charge is fully justified in view of 
the fact that each piece is indorsed to 
show why it could not be delivered and 


(Continued on Page 18) 
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DUNHILL LIST CO., INC. 
H. G. Odza, pres. 
Herbert Dunhill, vice-pres. 
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MEDICAL 
ADDRESSING 


SERVICE 





| We maintain a complete mail- 

| ing list of all practicing physi- 

cians arranged by states and 
cities and by specialist groups. 

| Addressing charges are low. 

100% post office delivery is 

guaranteed on mailings made 

from our list. Orders are 

handled within a few days. 

Write for detailed counts and 

| prices. 

® Accuracy guaranteed. 

® Low cost addressing. 

® Write for counts and prices. 

®@ 72- hour service. 

® Clean address imprints. 


Fisher-Stevens Service, Inc. 
345 Hudson Street 
New York 14, N. Y. 
































Saint Nick’s been on the move! 

SANTA CLAUS LAND, Santa 
Claus (Ind.) made a smash hit... 
with colorful catalog of gift special- 
ties from “the folks at Santa Claus 
Land”. 


A personal 4-page—illustrated let- 
ter in colors “written by Santa, and 
mailed to your child from Santa 
Claus Land” for 25c is described on 
back cover. Inside spread features 
personalized Christmas cards mailed 
under Santa Claus, Ind., postmark. 
Convenient label is used to send back 
cards, with ample postage, after being 
addressed to be mailed at Santa Claus. 
Gay red and black return envelope 
and canary 4-page blank make it 
easy to order. 


Perfect “hookup” for the perfect 
postmark. Must be other unique post- 
mark opportunities around! 


“T'S HERE... YOUR NEW 
HOBBY HANDBOOK”, black on 
red large envelope announces on front 
of catalog-bearer to home hobbyist. 
Legal space is allowed for printed 
permit and address. (Chicago hobby 
item house). 


Left hand of front of envelope un- 
der headline, “This gift can be yours 


Notes from a 
Nail Selling 
Scrapbook 


By JAMES M. MOSELY 





at no extra cost’, shows 12-in-one 
pocket gadget. Envelope flap has 
coupon form to clip and attach to 
order if $10 or more—immediate 
bull’s eye: larger unit sale, more 
profit. 


Back of envelope features 5 items 
with prices in red and black. Selling 
the prospect is well under way be- 
fore he opens the envelope! 


A hand-made token rose’ with 
MERRY CHRISTMAS gift card in 
transparent container at Christmas, 
called ‘‘a rose for remembrance’’, is 
sent to each recipient of an order for 
rose plants to be delivered next Spring 
by world’s - largest - rose - growers, 
JACKSON & PERKINS COM- 
PANY, Newark (N.Y.). 


Minimum order: $1.50, can be for 
any items in catalog. Special Christ- 
mas order blank is enclosed in catalog. 
Postscript in letter enclosed with cata- 
log calls attention to Christmas offer. 


Consumer pays now, delivery is 
made by nursery at proper time in 
Spring (that’s one way to finance 
mail sales) ! 


A letter in French to Franco- 
Americans offers a premium book in 











TRADETYPE, INC. 





24 South Grove St. Freeport, N.Y. 


return for buying 4, 6 or 12 books a 
year by signing the card to join Le 
Cercle du Livre de France (French 
Book Club), New York. 


Good note-size letter with inside 
spread, folder, return card. Good 
mail order copy softened a bit with 
Latin courtesy (including compli- 
mentary close of letter). 


There still are large foreign-lan- 
guage-speaking-reading groups ‘“‘in- 
side U.S.A.” who should peruse and 
respond more to copy in their native 
tongues. 


Sat in other night on talk by Luke 
J. McCarthy, Vice President, Mar- 
keting, HEARST MAGAZINES, 
New York City, and was impressed 
again with his vast hard-pan knowl- 
edge of selective marketing to put 
promotional activity on markets which 
will yield most for least—CONCEN- 
TRATION. 


His maps, based on 33 factors, 
show coverage of 608 principal trad- 
ing centers (which dominate sur- 
rounding areas), out of 65,000 cities 
and towns, bring largest sales. These 
centers do 70% of the retail business. 
Some 3,100 secondary centers do 10% 
more. Perhaps the rest will have to 


be handled by mail! 


He looks for several years of aston- 
ishing business on cars, washing ma- 
chines, factory modernization, etec., 
is bullish on America’s capacity to 
consume, doesn’t believe it is fully 
taken up, but warns, when it is, the 
competitive battle for industry posi- 
tion will be “red hot’’. 


Pre-packaged Christmas trees direct 
to consumer in cartons with an as- 
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the assembling and delivery of such 
matter entail considerable labor and 
expense.” 


Oh, George . . . just in case you're 
interested .. . that selfsame Bulletin 
announced that it was not permissible 
to send fresh and preserved fruits 
through the mails to Mexico. But 
brandied fruits, olives and nuts are 


QO.K. 
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sortment of greens, from Washing- 
ton—newest wrinkle in direct-to-con- 
sumer specialties. Plywood, 4-piece 
holder accompanies. 


Food to Europe, rightfully, has 
been pushed during Noel by mail! 


FRASER, MORRIS, New York 


City, is playing up bacon by plane 


to Britain in 48 hours; is contacting 
industry to arrange delivery of food 
parcels to overseas personnel. 

ABRAHAM & STRAUSS capi- 
talized publicity on Queen Mary by 
going after orders for abroad for 
delivery within 10 days of sailing 
date. 


And CARE packages have top 


priority. 








Case History of 
ADAPTATION 





Here’s a letter received in No- 
vember by Graphic Books, Inc. 


Gentlemen: 
Re: Carr—Cordially Yours 


I didn’t stop reading it until | came 
to the last page. 


Please thank Jack Carr for a swell 
book. Henry Hoke should also be 
remembered for apparently prodding 
him into getting it together. 


I would like very much to have 
your permission to use an adaptation 
of two letters appearing on pages 148 
and 150. ‘These letters are enclosed. 


Harry J. Beard 

Collection Manager 

J. B. Lippincott Company 
Kast Washington Square 
Philadelphia 5, Pennsylvania 


‘The answer was: No one needs 
permission to use adaptations of the 
letters in Carr’s book. ‘That’s what 
the letters were printed for .. . to 
supply thought starters for adaptation. 


The letters on pages 148 and 150 
were originally written to solicit dona- 
tions for a Children’s Home Society. 


Here’s how Harry Beard adapted 
the basic ideas and put them to work 
as collection letters. Letters processed 
on Lippincott’s abbreviated letterhead 
format measuring 6” x 7’”.. Adapted 
from page 148: 


Dear Dr. (filled-in) 
A baby on your doorstep! 


That may sound like a startling state- 
ment and the chances are it may never 
literally happen to you. But it does 
happen to us. 


What I’m trying to say is this. The 
“baby” in this case is your unpaid ae- 
le. eS It’s been on our 
“doorstep” a long time past maturity 
date. 


Your check will enable me to find a 
happy home—the bank—to join its brother 
and sister checks. 


Thank you! 
Cordially yours, 


J. B. Lippincott Co. 
Harry J. Beard 
Collection Manager 


P.S. To insure proper credit return 
this letter with your check. 


Adapted from page 150: 
Dear Dr. (filled-in) 
Nagging women... 


Was the subject being discussed. The 
wife said “I never nag you, do I dear?” 


He replied: “No, darling, you just 
persist.” 

This letter confirms many previous 

’ ° ’ 

ones sent you. Please don’t think I’m 


nagging because I persist in asking you 
to pay your account of $..... 


I know you meant to pay, but it sort of 
slipped your mind. This is just a friendly 
reminder. You are still friendly toward 
us, aren’t you? 


And remember—I’m not nagging, — 
but, please remit $..... Thank you! 


Cordially yours, 


J. B. Lippincott Co. 
Harry J. Beard 
Collection Manager 


P.S. To insure proper credit return 
this letter with your check. 


Proving again . . . that ideas for 
good letters are everywhere. In 
books, over the air, at the movies, in 
contacts with people. The big job is 
in learning how to adapt. 
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2,000,000 
OHIO 


Auto Owners 


By County 
By Town 
By Postal Zone 


Complete Lists 
All Owners or By Makes 


From 1947 
License Applications 
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Ohio Motor List Co. 
ZANESVILLE, OHIO 














PUT PUNCH 
IN YOUR 
SALES MAIL. 


USE AHREND 
MAGNAGRAMS. 


PERSONALIZE 
YOUR STORY 
IN THIS TYPE. 


CALL MU 4-34 II 


333 EAST 44 ST 
NEW YORK I/ 











ONE ADVERTISING MAN 
TO ANOTHER 


George Kinter’s Monthly Letter 
Expressing One Man’s Opinion 


TIS my opinion, Henry, there is 
[ often more that comes out of con- 
ventions than passes the teeth of the 
speakers —and sometimes it is 
better. A good eavesdropper can pick 
up earfulls of unscheduled meetings 
that make more sense than the ear- 
fulls the brethren and sistern are 
given at the main events. 


Big Business 


I had the privilege of listening in 
on an unscheduled meeting, in your 
rooms at Cleveland. “The meeting 
wasn’t on the program—none of the 
“speakers” were introduced and they 
spoke while sprawled on your com- 
fortable chairs and couch or while 
mixing themselves drinks from your 
ingredients. 


The meeting began with some small 
talk that didn’t greatly interest this 
eavesdropper, but I picked up my ears 
and got my lips ready for a curl when 
the subject of Communism was intro- 
duced. I had gathered from the 
previous small talk that the men 
attending this unscheduled meeting 
held important positions in big com- 
panies and here, I thought, is where 
I get an earful of the kind of crap 
dished out by the National Associa- 
tion of Manufacturers—but I soon 
changed my thinking. Not once did 
I hear the term “Free Enterprise” nor 
did I hear anyone refer to “Our 
American Way of Life.” It was an 
off-the-record discussion of a problem 
that big business created but doesn’t 
know how to solve. These men 
agreed that the solution does not lie 
in the mass education concocted by 
mass-production-minded business in- 
terests. They agreed without argu- 
ment that the problem can be solved 
only by middle-of-the-road thinking— 
the kind of thinking that leads to the 
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discovery that other figures aside from 
two and two make four. 


The Real Thing 


‘There were six men in this un- 
scheduled meeting and, strange as it 
may seem, everyone of them was a 
middle-of-the-road thinker. They 
seemed to understand what made 
Communists in America and ad- 
vanced some pretty good ideas on how 
they could be reconverted to the 
American way of running a country. 


‘They reasoned along the lines that, 
unlike poets, American Communists 
were made—not born—and that in 
their making, they are equipped with 
synthetic ideals that will not stand 
the wear of hard usage. During the 
war, a lot of people were sold on the 
idea that synthetic products were 


better than the real thing but they 
learned from experience with these 
products that this was not true. 


The boys in the meeting agreed that 
they did not want the American Com- 
munists to have to learn from actual 
experience of the unwearability of the 
ideals with which they had_ been 
equipped, but rather to learn of their 
inferiority by the experience of those 
in countries where the synthetic ideals 
prevail. 


In their middle-of-the-road_ think- 
ing they reached the conclusion that 
American-made Communists could 
not be resold on the American way of 
running things as the public is sold 
soap, cosmetics, cigarettes and patent 
medicines. 


Selling Job Needed 


While the American people may be 
sold on better living conditions, more 
comforts and _ conveniences, better 
health and more glamour, with 
slogans, radio blurbs and _ jingles, 
comic strips and pictures and testi- 
monials of Hollywood gentry, these 
methods will not sell them on being 
satisfied with what they have. 


Many Americans with comfortable 
homes, good jobs, automobiles in their 
garages and chickens in their pots 
have been made to believe that Com- 
munism will give them still more. 





Are You Interested in 


COURSE 


SHORTLY AFTER January ist, 
1948, I will start an advanced Direct 
Mail training program... by mail. 


It will contain every obtainable, bunk- 
less, up-to-date fact and theory about 
the planning, creation and production 
of Direct Mail . . . arranged in orderly, 
logical sequence . .. and in a style 
not possible in textbooks. 


It will answer every pertinent question 
which has been or could be asked about 
Direct Mail. 


This training program will be fed to 
a limited number of acceptable “stu- 
dents” in a series of twenty-four, twice- 
a-month installments to be filed in a 
furnished special binder. There will be 


HENRY HOKE ° 





A PERSONALIZED, YEAR-LONG TRAINING 
IN DIRECT MAIL ADVERTISING? 


17 East 42nd Street, New York 17, N. _- 


at least four problem assignments dur- 
ing the year with one personal analysis 
of student’s (or company’s) own work 
or problems. 


The price will be $115. for the year 
(less 15% for cash in advance). Or 
$25. enrollment fee plus $10. per month 
for nine months. 


Serious “students” who will stick it 
out with me for a full year will wind 
up the effort with a broader view of 
Direct Mail potentials; with improved 
techniques, freedom from fallacies, and 
increased earning or delivery power. 


Send for an application blank and 
more details. 
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| Make Your 


SALES LETTERS 


More Resultful 


| by means of 


New @ Different 
CONNELLY 


Electrically Typewritten 
LETTERS 


We maintain one of the 
largest batteries of newest 
automatic ELECTRIC TYPE- 
WRITERS in the country... 
producing errorless, indi- 
vidualiy -typed Letters 
which cannot be _ distin- 
guished from hand-typed 
Letters ...at only a fraction 
of the cost. 


Write for Samples and Prices 


CONNELLY 


ORGANIZATION, INC. 


304-06 N. Broad Street 
Philadelphia 2, Pa. 














New Outside Lists of 
MAIL BUYERS of 
OTHER Companies 


CUSTOM-DEVELOPED 
for YOU! 


Your special volume List needs and 
opportunities will be studied care- 
fully to help you find 


NEW SOURCES of NEW MAIL 
ORDER CUSTOMERS in VOLUME 


Without extra cost or overhead, 
MOSELY will open up _ responsive 
NEW MAIL ORDER MARKETS of 
size to bring YOU 


THOUSANDS of NEW CUSTOMERS 
by Mail! 
Wriie us today YOUR List Specifica- 
tions, without obligation. 


Dept. R-11 


MOSELY 
Selective 


LIST 


Service 


38 Newbury Street 
Boston 16, Mass. 


NEW MAIL ORDER CUSTOMERS in VOLUME 
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Advertising has been largely responsi- 
ble. It has taught them to continually 
expect new and better things. No 
advertising, to my knowledge, has 
ever been designed to sell people on 
being satisfied with what they have 
and no advertising will ever do that. 


The selling job that is needed is 
one that will show the American- 
made Communists what it would be 
like to be without what they have and 
that cannot be done with the modern 
gimmicks of advertising, nor can it be 
done with propaganda manufactured 
by those who can do only right-of-the- 
road thinking. 


Since | listened in on the unsched- 
uled meeting in Cleveland 1 had a 
conversation with an extreme right- 
of-the-road thinker. His contention 
was that no one with a “spark”’ of 
intelligence could be sold on Com- 
munism, and that the morons should 
be driven from the country. 


“You may be right,” I admitted, 
“and again you may be wrong as I 
am in sometimes thinking that no one 
with a spark of intelligence could 
believe that a certain soap would give 
2 out of three women a lovelier com- 
plexion in just 14 days, that another 
make of soap would make clothes 
whiter than new, and hundreds of 
other wild claims for this and that 
and the other product, yet there are 
thousand of people with _ possibly 
more intelligence than I have who 
apparently do believe these claims. By 
the same token there may be many 
Americans, better educated and pos- 
sessing a higher IQ than yours or 
mine who believe the propaganda dis- 
seminated by Mr. Stalin’s representa- 
tives.” 


The job is to find out what is mak- 
ing so many Americans dissatisfied 
with ‘Free Enterprise’ system, but 
that can’t be done by right-of-the- 
road thinkers who can see no faults in 
it—nor be convinced that any faults 
exist. 


Their attitude is summed up in the 
first paragraph of an editorial ac- 
companying material for employee 
publications, syndicated by an ap- 
parent stooge of the National Asso- 
ciation of Manufacturers. ‘The 
paragraph: 


TENSION TIE ENVELOPE 


“THE STRING WILL NOT PULL OUT” 


TENSION ENVELOPE CORP. 


FIVE FACTORIES 
SELLING DIRECT TO THE USER 


New York 14, N.Y. * Minneapolis 1, Minn. 
St. Louis 10, Mo. * Des Moines 14, lowa 
Kansas City 8, Mo. 











MR. MAILER... 


Here is an outstanding list value: 
40,000 mail order buyers of brushes, 
80% manufacturers, 10% transpor- 
tation and 10% commercial. Com- 
pany names only—no individuals. 
All have bought within the last 
year. Average purchase $24.00. 
Addresses constantly corrected. List 
maintained on Elliott stencils. Is 
producing good results for owner 
as well as several diversified rent- 
ers. Available at $13.50 per M 
addressed on your envelopes. To 
arrange for a test write us today 
sending sample mailing piece. 


GUILD CO., 76 NINTH AVE., N.Y. 11, N.Y. 


Chicago Office 
7 S$. Dearborn Street, Chicago 3, Illinois 

















New List | 
AVAILABLE ONLY | 
from MOSELY: ; 


M - 4666 


oe cet 


31,000 EXECUTIVES WHO 
OPERATE FLEETS of CARS 
and TRUCKS 


A largely overlooked, but worth while 
mail market for one-time addressing 


of empty envelopes at 1c per name. 


Beautifully maintained by dependable 
source. Built largely from calls by 
salesmen. (Not available to motor car 
Geographical. 
Constantly cleaned. Owner must O.K. 


mailing piece. 


or accessory people.) 


WRITE Dept. R-11 


MOSELY Selective LIST Service 


38 Newbury Street Boston 16, Mass. 


Charter Member, NATICNAL COUNCIL of 
MAILING LIST BROKERS 


NEW MAIL ORDER CUSTOMERS in VOLUME 





“It can no longer be a middle of 
the road philosophy in the land of the 
free and the brave. You are either on 
one side of the issue or the other— 
you are either for the preservation of 
the Republic or for some alien sub- 
stitute, you are either an American 
or a Communist.” ; 


sy this reasoning you are a tee- 
totaler or you are a drunkard, you 
believe every word that is in the Bible 
or you are an atheist—yvyou are a wise 
man or you are a fool. There is no 
middle ground. 


‘This editorial is typical of the ma- 


terial carried in the clip sheet the 
NAB sends editors of employee pub- 
lications each week. It is the sort of 
material that is making the job easier 
for Mr. Stalin’s representatives. 


No, the job of reconverting the 
American-made Communist can’t be 
done by the right-of-the-road thinkers. 
It is a job for those who think from 
the middle of the road where they can 
get a good view of the ditches on both 
sides in which the leftists and the 
rightists wallow. 


Is too much money being spent for 
advertising ? 


1 will not express any opinion on 
that, but I know that a lot of con- 
sumers think that there is, and they 
are being moved to express such 
opinions by the money that is being 
handed out by advertisers sponsoring 
quiz shows. 


While I realize that the money, in 
the form of both cash and prizes, is 
but a fraction of the cost of sponsor- 
ing big-name radio talent, the average 
consumer is not acquainted with this 
fact. 


‘The “‘ohs” and “‘aws” of the studio 
audience, when a contestant is award- 
ed a large sum of money or an ex- 
pensive prize, is echoed by many radio 
listeners with, ““My, my, no wonder 
people have to pay so much for what 
they buy.” 


‘These. people who are amazed at 
the way advertisers “throw their 
money around,” do not read_ the 


advertising journals. They know little 
or nothing about the cost of magazine, 
newspaper, outdoor, radio and other 
forms of advertising—they just know 














“Dear Sir: Seldom are we able to offer 
such an amazing value in full-length, red- 
flannel underwear.”’ 


Are you reaching the 
right people, FOR YOU? 


For your next mail promotion, consider 
trying a carefully chosen list of the 
RIGHT people for you . .. not just 
names, but folks Anown to be buyers 
of products or services similar to yours. 
We can locate such a list for you... 
among over 2,000 privately owned lists 
registered with us and being added to 
all the time. They’re available on a 
low-rate rental basis. Tell us what you’re 
selling and we’ll make suggestions with- 
out obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 
80 Broad Street Boston 10, Mass. 








that $5.00 or a $1,000 in cash or the 
cost of a refrigerator, automobile or 
house and lot is a heluva lot of money 
to be handed to anyone for answering 
some fool question or completing a 
sentence in 25 words or less, and they 
are just uninformed enough to think 
that it is a waste of money that adds 
to the cost of what they buy. 


Could be that publicly throwing 
around important money by advertis- 
ers has something to do with the 
present unrest and trend toward 
Communism. 


PPHOTO-ENGRAVERS SINCE 1872 


460 W 34TH ST. N.Y.C 
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Don't Be Fooled by Surveys 


How Questions Are Asked Is Important 


Recently there appeared in one of 
the leading advertising journals . 
a report on a survey of reactions to 
media promotion by Direct Mail. 


One question asked respondents 
how they reacted to “each of the most 
commonly used mailing types.’ The 
‘‘types” listed (in order of preference) 
were booklets, simple folders, self 
mailers, novelty pieces, elaborate 
books, four page letters, large pieces. 
Read the list again. Not a word about 
letters, the most frequently used 
“type” for selling space. Whereas 
booklets supposedly received a 92% 
vote, novelties got 43% and large 
pieces only 9%. Some of the most 
successful promotions have used large 
pieces (ever see the New York 
World’s Fair promotion book?) and 
prize winning and space selling media 
campaigns have had novelty pieces 


galore. Illustrated here are some of 
the pieces designed and used by 
George Rumage, advertising director 
of Young America, 32 East 57th 
Street, New York 22, N. Y. on that 
1947 fall schedule we published last 
month. If anyone thinks these novelty 
pieces were not successful .. . ask 
George. 

Our advice for what it’s worth: 
Be skeptical of surveys on “‘prefer- 
ences” in Direct Mail work. Some- 
times the answers are predetermined 
by the questions. Sometimes the ques- 
tions leave out the most important 
point. Often the answers represent 
only unthinking snap judgment whicn 
doesn’t mean a thing. The items 
receiving the lowest preference vote 
may be just the right thing for you 
to use in a given case because it is 
unusual enough to stand out from 
the commonplace. 








Henry (Buck) Weaver has writ- 
ten a book . . . and his publishers 
(‘Talbot Books, 6432 Cass Avenue, 
Detroit 2, Michigan) have adopted 
an unusual method of selling it. 

“Mainspring” is title of 228 
page book which sells for $1.00 per 
copy. It’s about America, its prog- 
ress, its achievements. Written in 
the white-heat, terse style which 
made Buck Weaver famous in his 





job as head of Customer Research 
for General Motors. 

To publicize and merchandise 
the book, the publishers have crea- 
ted a +14” x 614” 20 page booklet 
containing a digest of the full 
length book. The booklet is called 
‘Thought Starter Digest.” It has 
been produced in typical Weaver 
stvyle—with cartoons, many cap- 
tions and large readable type. 
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QUALIFIED NAMES 


150,000 
Meiling tist) WOMEN 


® who bought self - improvement 
courses from $1.00 to $3.00. Names 
on plates, 1946-1947. List absolutely 
up-to-date. True mail-order buyers! 


Released by 
JOE BONOMO 


We do complete mailing on premises! 
BONOMO CULTURE INSTITUTE 
Att: R. E. Gabel 

New York 23, N.Y. 


1841 Broadway 














PUT ON YOUR GLASSES 


We can’t afford the cost of space 
to allow for larger type 


SOME OF THE BOYS 


. at the Cieveland meeting, got us strutting 
around snapping our suspenders, by telling us 
that the little magazine we publish for business 
men in and around Pittsburgh, is interesting as 
hell . . . We don’t know how interesting hell is, 
but it must have some attraction or so many 
people wouldn’t be advising others to go there. 
Anyway, these boys got us to believing that a 
lot of people in the advertising businéss would 
gladly pay a dollar o year for 12 issues of our 
little publication that business men in Pittsburgh 
get for nothing . . . However, the stimulant of 
this flattery having worn off, we are not so 
sure, but we will gamble the price of this space 
(less agency commission and 2% for cash) to 
find out. We will mail Advertising Highlights 
(that’s the name of our little 16-page paper) to 
anyone who asks for it, for three months. If 
at the end of that time he or she does not send 
us a dollar, we will take his or her name off 
the list and charge the loss to bad advice of 
friends . . . Wire, phone or write (at your own 
expense) to GEO. KINTER, 801 Publication Bldg., 
Pittsburgh 22, Pa. 





LETTER GADGETS keep those letters 
out of the waste basket and pay for 
themselves many times. These are 


attention-getters which triple the pull- 


ing power of letters or circulars when 
properly used. Send for circular and 
price list illustrating many of them. 
A. Mitchell- R.735, 111W. JacksonBlvd., Ch’go4 





FREE Increase readership 
of your ads with 
LIFE-like EYE*CATCHER photos. 
Used by biggest advertisers. 
Nothing like them anywhere. 
100 new subjects monthly. 
Low Cost Mat or Glossy Print 
plan. Write for new FREE 
proofs No. 112. No obligations. 


EYE*CATCHERS, Inc. 
10 East 38th St. 





New York 16 





SAWDON SELF-MAILERS 


THE 4-IN-| UNIT FOR EVERY DIRECT MAIL USE 
OUTGOING ENVELOPE, SALES LETTER, 


ORDER OR REMITTANCE FORM, 
RETURN ENVELOPE. 


DELIVERED PRINTED,FOLDED, AND SEALED; 
READY FOR ADDRESSING. 


WRITE FOR SAMPLES AND INFORMATION 


The Sawdon Company, Inc. 
480 Lexington Ave., New York.17, N.Y. 








American 
Express Company 


uses R 
~pepiyouell™ 
thé g vert © (eb Got 
po qe LETTER - be | 


REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORK 11 








MAGIC WORDS 
That Sell by Mail! 


Let us put to work for you certain “magic” 
words that get maximum orders for meri- 
torious products. We are a fully recognized 
advertising agency with a staff of top-flight 
mail order specialists. Established 1926. 
ARTWIL COMPANY, Advertising 
24-R West 48th St., New York 19, New York 
MEdallion 3-0813 














Where will YOUR 
EXTRA PROFITS 
come from in 1948? 


Every last source of extra revenue and 
Profit becomes extra important to 
you now —to 


MAKE 1948 A BETTER 
YEAR for Y-O-U! 


Your mailing lists, if responsive and 
if they fit demands of MOSELY Mass 


Mailer Clients, can yield 


EXTRA HUNDREDS or THOUSANDS 

of DOLLARS! 
MOSELY does a complete and 
dynamic job of developing this kind 
of “FOUND MONEY”, with virtually 
no bother or sales cost on your part. 
Tell us what you have —we’ll tell you 
what can be done for you, in 1948. 


Write Dept. R-11 


MOSELY ¢.:'one-time ve LIS TS 


38 Newbury Street Boston 16, Mass. 


MOSELY sends the CHECKS! 








ENVELOPES 


BEST GRADE 24 Ib. WHITE WOVE 
5000 +634 Envelopes Printed c/e @ $2.75/m 
5000 +10 Envelopes Printed c/c @ $4.35/m 


ATOMIC ENVELOPE & PRINTING CO. 


Designers and Printers of Every Type of Envelope 


125 E. 17th St. N.Y. 3, N.Y. GR. 3-7015 
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What's The Best 
“Day” For Mail? 


Here’s the question: 


My boss and I had an argument, 
Henry. 


He said that it doesn’t matter if 
mail arrives on Monday morning— 
that it won’t decrease its effectiveness. 
Our own mail isn’t particularly heavy 
on Mondays. 


1 said that Monday morning 
arrival is a bad time for mail, whether 
it’s a first class sales letter or a bulk 
mailing. 


He’s a good boss otherwise, but | 
surely disagree with him about this. 
Can you help us settle our argument. 


Merrill D. Ormes 
General Manager 
’ Ek. H. Klaus & Company 
3725 West Sixth Street 
Los Angeles 5, California 


Here’s our answer: 


Any argument, Merrill Ormes, 
about the best day of the week for 
mailing eftectiveness is purely theo- 
retical in these times. 


The Post Office Department is so 
overloaded (or something) that no 
one can tell specifically in advance 
when mailings will be delivered. 


Back in the so-called good old days, 
it was possible to schedule mailings 
so that you could determine time of 
arrival. Right now I am getting re- 
ports of third class mail delayed as 
much as six weeks in getting from 
New York to the midwest. Of 
course, first class is not as bad, but 
you can’t always depend on that. 


I may be a radical, but I think a 
lot of the surveys and theories about 
the proper arrival date are the bunk. 
Monday might be just as good a time 
as any in certain cases. “luesday is 
usually a low volume mail day, and 
might be even better. There are too 
many other elements involved. The 
stock market, the weather, strikes, 
and lord knows what. 


So as to the argument between you 
and your boss... I'll stand right in 
the middle and let you fight it out. 


H.H. 


SHORT NOTES 


DEPARTMENT 


® USING A RAILROAD timetable folder 
as a piece of Direct Mail advertising 
might appear to be a hopeless effort, but 
the Missouri Pacific lines found a way 
to do it with great success. Approxi- 
mately 20,000 copies of each issue of the 
Missouri Pacific’s timetable folder are 
mailed individually to ticket and tour 
agents, hotel porters and others who con- 
trol the routing of travelers. Each is 
“personalized” by imprinting the cover 
with the recipient’s name. These time- 
tables are of a new type... with special 
emphasis on making the folders more 
attractive, informative and understand- 
able. Color is used in increased amounts 

interesting stories are added con- 
cerning points along the line . .. page 
layouts have been designed to provide 
greater attractiveness and __ facilitate 
reading. 


® BEN NILLES has been made Vice 
President of the Rapid Roller Company 
of Chicago a promotion which 
climaxes a twenty-year career with the 
company. During this time Ben _ rose 
from bookkeeper to office manager, then 
advanced to the sales end of the busi- 
ness—in which he was so successful he 
was made sales manager. Next he was 
advanced to the role of executive assist- 
ant to the president, and now to Vice 
President. His many friends in_ the 
Graphic Arts know that he deserves 
every promotion. 


a er 


® THE NEW YORK CITY Tax Bureau 
has backed down on its July Ist, 1947 
ruling requiring printers to charge a 
sales tax on printed material delivered 
to customers outside the city. The New 
York Employing Printers Association 
went to bat in a big way ... and the 
reversal was announced on November 
12th. 
(Continued on Page 26) 





Is THE REPORTER 
On Your Press Release and 


Promotion List? 











Active Customer Mailing List 
10,000 WOMEN MAIL-ORDER BUYERS 
These names were carefully selected from our 
active-customer files. An excellent list of 
prospects for any type merchandise, service, 
or product sold by mail. Available for rental 

at low rate. For full details, write: 


GEO. LENHOFF SALES CO. 
Federal Securities Bldg. Lincoln, Nebraska 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE DOLLAR A LINE PER ISSUE, $10.00 PER YEAR 





ADDRESSING SERVICE 


MAIL ADVERTISING SERVICES—(Cont.) 














De Groot and Associates, Inc....... 8729-78th St., Woodhaven 21, N. Y. Graphic Letter Service............ 62 West 47th St., New York 19, N. Y. 
Woodington Mail Advertising Service, Inc. 
ADVERTISING PUBLICATIONS 240 Suburban Station Bldg., Philadelphia 3, Pa. 
Advertising Highlights........ 801 Publication Bldg., Pittsburgh 22, Pa. 
MAILING LISTS 
ADVERTISING SPECIALTIES Bonomo Culture Institute.......... 1841 Broadway, New York 23, N. Y. 
Reply-O Products Company..... 150 West 22nd St., New York 11, N. Y. te Ra come List Bureau............... a got: my 
The Sawdon Company.......... 480 Lexington Ave., New York 17, N. Y. Dunhill List Company.............. 565 Fifth Ave., New York 17. N. Y. 
Fisher-Stevens Service, Inc....... 345 Hudson St., New York 14, N. Y. 
DIRECT MAIL AGENCIES Guild Company..................-. 76 Ninth Ave., New York 11, N. Y. 
D. H. Ahrend Company, Inc...... 325 East 44th St., New York 17, N. Y. Geo. Lenhoff Sales Co........ Federal Securities Bldg., Lincoln, Nebr. 
Artwill a ial i td 22 West 48th St., New York 19, N. Y. Mosely Selective List Service.......... 38 Newbury St., Boston 16, Mass. 
Will Burgess and Company........ 386 Fourth Ave., New York 16, N. Y. Ohio Motor List Company.............. 410 Market St., Zanesville, Ohio 
Hickey-Murphy-St. George, Inc....2 West 56th St., New York 19, N. Y. 
METERED MAIL EQUIPMENT 
ENGRAVERS I, SU. cu cebeedunéeusenedeedens Stamford, Connecticut 
Pioneer-Moss, Inc...........eceece 460 West 34th St., New York 1, N. Y. 
PAPER MANUFACTURERS 
ENVELOPES The Champion Paper & Fibre Company................ Hamilton, Ohio 
Atlanta Envelope Company......... Post Office Box 1267, Atlanta 1, Ga. International Paper Company....220 East 42nd St., New York 17, N. Y. 
Atomic Envelope and Printing Co...... 125 E. 17th St., New York 3, N. Y. The Mead Corporation.............. 230 Park Ave., New York 17, N. Y. 
Tension Envelope Corporation...... 345 Hudson St., New York 14, N. Y. Rising Paper Company................ West Springfield, Massachusetts 
The Wolf Envelope Company....... 1749-81 E. 22nd St., Cleveland, Ohio Strathmore Paper Company..................... West Springfield, Mass. 
EQUIPMENT FOR SALE PHOTOGRAPHS 
Ilg . 
Plymouth Cordage Company............ceeeeees: North Plymouth, Mass. Eye Catchers, Inc................. 10 East 38th St., New York 16, N. Y. 
INKS 
Interchemical Corporation........... 350 Fifth Ave., New York 1, N. Y. STENCIL ADDRESSING — CUTTING 
C64 0460666 0nddecee vce 24 South Grove St., Freeport, N. Y. 
LETTER GADGETS 
Os vv occenceseducenmele 111 West Jackson Blvd., Chicago 4, Ml. THERMOGRAPHERS 
Se Sncaceeennneeseeubens ..3d00 Sixth Ave., New York 14, N. Y. 
MAIL ADVERTISING SERVICES 
Advertisers Mailing Service......... 915 Broadway, New York 10, N. Y. TYPEWRITERS 
The Connelly Organization....304 North Broad St., Philadelphia 2, Pa. bo) eee 333 Avenue of the Americas, New York 14, N. Y. 
- 
CLASSIFIED ADS Equipment For Sale PLATES AND NEGATIVES FOR 





OFFSET PRINTING 





Rates, $1.00 a line—- minimum space, 3 
lines. He!lp and Situation Wanted Ads— 
We per line-——minimum space 4 lines. 





ADVERTISING AGENCIES 
SELL YOUR PRODUCT BY MAIL with 


pulling direct selling ads in newspapers 
and magazines. Publishers’ rates all pub- 
lications. Martin Advertising Agency, 15P 
kK. 40th St., New York 16, N. Y. Est. 1923. 








ATTENTION N. Y. LETTERSHOPS 
20 YEAR DIRECT MAIL CO. needs 


Manhattan production annex. Jobbing or 
will buy whole or part interest. Must be 





FOR SALE 


Practically new Addressograph 
Model No. 1950-E 


with automatic feed and other extras. 
18,000 plates, 20,000 frames. Also 


Graphotype — Model No. 6383 


Machines bought in 1944 and 1945 and little 
used. Are in excellent condition. 
For full details write: 


H. P. SEARS, Purchasing Agent 


PLYMOUTH CORDAGE COMPANY 
North Plymouth, Massachusetts 





HIGH GRADE plates and negatives for 
Multilith & Davidson. Speedy dependable 
service. American Graphic, 350 Plane St., 


Newark 2. N. J. 





SITUATION WANTED 





Dear Friend: 

LOVE THAT LETTER! ! ! Will trans- 
fer solid experience in public campaigns 
to agency which can use leadership in 
developing and managing _ institutional 
accounts. Thoroughly familiar relation 
direct mail to other media. Box 111, The 





medium sized quality shop specializing 
personalized fill-in work. Box 112, The 


FOR SALE 





Reporter, 17 E. 42nd St., New York 17, 
N.Y. CHINES. 


Series 2030000. 
port 9-2431. 





BUSINESS OPPORTUNITIES 


10 L. C. SMITH STENCIL CUTTING MA- 
new 1947 machines. 
Perfect condition. Free- 


Brand 


Reporter, 17 E. 42nd St., New York 17. 





MULTIGRAPHING SUPPLIES 





“Plastic-Coated” PROCEL stencils make 











WILL BUY GOING MAIL ORDER 
BUSINESS. Office must be in greater New 
York. State details and reason for selling. 
Write Box 115, The Reporter, 17 E. 42nd 
St.. New York 17. 


SMALL PUBLICATION, advertising 
agency, specialty printing items, direct mail 
or mail order business (printed matter). 
Equipment not desired. Write fully, in- 
cluding gross, net profits and price wanted. 
Address: Box 116. The Re porter, 17 E. 
12nd St., New York 17. 











HELP WANTED 
ESTABLISHED NEW YORK CITY Mail 


Agency has openings for several men to 
train for its executive staff. Weekly pay- 
ment and liberal participation in profits. 
Must be willing to get hands dirty and 
run errands, or anything else on occasion. 
Any experience on office machines, adver- 
tising, publishing, accounting, or sales 
may be helpful. Apply in own handwrit 
ing, please. Box No. 121, The Reporter. 
17 E. 42nd St.. New York 17. N. Y. 
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quality letters so Stygian Black they seem 
printed. PROCEL works with any ink, 
gives maximum legibility, minimum cut 
outs and type-clogging. Let PROCEL 
improve your letters! Write to Remington 
Rand, Duplicator Supplies Division, Bridge- 
port 1, Conn., for free information. 





RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 


ee 
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® pID YOU KNOW that hair is being 
sold by mail? Tresses of Hair, Ine., 5 
East 57th Street, New York 22, N. Y., is 
running full page ads in Women’s Maga- 
zines offering “a braid of fine, imported 
real hair” (6-strand $18.00, 3-strand 
$12.50). Purchasers must send ample 
samples snipped from top, side and back. 
Ad states “only mail order makes these 
low prices possible” .. . and offers an 
illustrated booklet “25 ways of a Maid 
with a Braid.” 


® FINANCIAL WORLD recently selected 
the annual financial report of the Ameri- 
can Type Founders Sales Corporation, 
Elizabeth, New Jersey as the “best” in 
the Graphic Arts Industry. Judging was 
based on typography, contents, etc. 


® THE DARTNELL 12th Annual Gold 
Medal Award competition for the best 
business letters of 1947 will close on Janu- 
ary 31, 1948. There will be 20 gold 
medal awards. <A _ portfolio of the 20 
winning letters is sent to each of the 
contestants, whether the contestant wins 
or not. 


® HERE’S SOMETHING NEW which 
should be of help to the fellows who 
try to get publicity by press releases, 
news stories, ete. 


George Boyles (advertising agent) 
1006 Portage Street, Kalamazoo 7, Michi- 
gan, after surveying personally by mail 
every magazine publisher ... has offered 
a series of “public relations” directories 
for press agents. 


Consumer list, for example, lists about 
200 publications and sells for $10.00. Each 
magazine is described and policy con- 
cerning news releases explained. Gives 
name of person to contact. 

Same applies to Farm Journals and 
Trade Paper lists. Seems like a sound 
idea. 


Sidi 


® GEORGE PFEIFFER, 3rd, advertis- 
ing director, McGraw-Hill Book Com- 
pany, Inc., 330 West 42nd Street, New 
York 18, N. Y., tells us that as of Novem- 
ber Ist, Herbert Buhrow became manager 


of the Mail Sales Department ... where 
he will be in charge of all Direct Mail 
selling and media advertising of books. 
Herb started in the book business in 
1935 .. . with Frank Egner. But we 
remember him best as the founder and 
chief spark plug of the Advertising Club 
of the Pacific Forces while he served on 
MacArthur’s Public Relations Staff. Good 
to see a good Direct Mail man going up. 
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®@ JUST OUT. A 502-page book edited 
by Arthur Richmond titled “Modern Quo- 
tations . for Ready Reference.” Pub- 
lished by Dover Publications, Inc., 1780 
Broadway, New York 19, N. Y. Price 
$3.50. A really usable book . . . with 
20th century quotations classified under 
two main groups. First: under definite 
subjects such as Advertising, Art, Music, 
Religion, etc. Second: under attributes, 
and behavior, such as Beauty, Hunger, 
Wisdom. Some of the quotes under ad- 
vertising are beauts. 


“The paean of praise for the adver- 
tiser is a pain in the neck to the reader” 
—James R. Adams; “Great designers 
seldom make great advertising men, be- 
cause they get overcome by the beauty 
of the picture—and forget that merchan- 
dise must be sold’—James R. Adams. 


If you throw this in the wastebasket... 
Put the wastebasket in the safe! 


® THIS ILLUSTRATION (slightly 
larger) is printed in green ink on bottom 
left corner of 9%” envelopes being used 
for general correspondence by The 
Haughton Company, 5319 Third Avenue 
North, St. Petersburg 6, Florida. (Dis- 
tributors of Maytag Powered Lawn 
Mowers.) 
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® CONGRATULATIONS to Charles P. 
Sullivan, District Attorney of Queens 
County, New York, for his intelligent 
use of Direct Mail during his recent suc- 
cessful campaign for reelection. His pub- 
licity staff produced a 5'4°x 81%” 48-page 
and cover booklet entitled “Lawyer for 
the People.” The booklet contains a fact- 
ual review of the District Attorney’s 
othce for the post-war period, from June 
1946-June 1947. Many of the pages as 
interesting reading as a detective story. 
Many of the cases handled by the District 
Attorney have been digested and the 
entire booklet gives a very clear picture 
of the work of a District Attorney. The 
booklet was prepared for Mr. Sullivan 
by the staff of Ben Sackheim, Inc., New 
York. 


® ARE YOU always careful to give your 
complete name and address when writ- 
ing for information? Some letterheads 
we've seen recently “forgot” to include 
city. Somebody in Portland, Oregon is 
not going to get a sample copy of THE 
REPORTER. We received a_ postal card 
dated November 13th asking for a sample 
... but the sender signed our name and 
address instead of his own. 


® ANOTHER GOOD EMPLOYEE’S 
MANUAL. A 5°x 8” 24-page and cover 
booklet in two colors issued by Stop & 
Shop, Inc., Boston, Mass. It gives a 
human interest story of the history, polli- 
cies and the opportunities which all em- 
ployees should know. Cleverly  illus- 
trated with appropriate cartoons. 


Sava 


® EASTERN CORPORATION, Bangor, 
Maine has a neat format for getting out 
quick breezy items to the paper trade. 


An 8%"x 34” two-color card carries 
the title (in left one-third area) “East- 
ern’s News Card.” Advertising Manager 
M. W. Gill had to fly away from the 
DMAA Convention a day early on ac- 
count of scare stories about the fires in 
Maine. Soon as possible, he released 
50,000 News Cards bearing following 
interesting message: 


Because of exaggerated scareheads 
appearing in many newspapers, much 
misunderstanding exists as to the fire 
losses in Maine. To correct these impres- 
sions we are quoting a release by Mr. 
Guy P. Butler, Executive Manager of 
the Maine Publicity Bureau: 


“Hundreds of recent letters, telegrams 
and phone calls to the Maine Publicity 
Bureau reveal that many people around 
the country have the idea that the whole 
State of Maine has been virtually wiped 
out by fire. 


“On the basis of latest official estimates, 
less than one per cent of the total area 
of the State of Maine has been affected 
by this year’s forest fires. Without mini- 
mizing the disaster that occurred in the 
burned out areas, such as York County 
and Mt. Desert Island, Maine’s scenic 
beauty as a whole has scarcely been 
touched. 


“It should be emphasized that none of 
Maine’s major industries have suffered 
any appreciable losses from the _ fires 
and that payrolls from industry, com- 
merce, transportation and services were 
virtually unaffected.” 


It is to be regretted that much of the 
loss fell on those least able to afford it— 
the small farmer. Prompt steps have 
been taken to minimize his losses and 
restore his productive ability. 


,aa@ 


® THAT’S A SNAPPY job Reply-O did 
for Dick Borden of the National Audu- 
bon Society, 1000 Fifth Avenue, New 
York 28, N.-Y. Usual Reply-O letter 
format, but extra circular die-cut showed 
a brown owl (on return envelope) peer- 
ing out at several saucy and worrisome 
bluejavs, shown on_ special letterhead. 
The owl is fretting, “Whew! Such a 
Fuss—Please get me out of this Hole.” 
Dick’s letter starts, “Do you ever feel a 
bit harassed too?” 
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GET THIS SERVICE STORY FOR 
FACTS ABOUT DIRECT ADVERTISING 


» You need new direct mail tools, new sales techniques 
» to buck heightened competition. 


= Your tried and true mailadvertising is now outmoded 
by the swing to buyer's markets. 


You're about to launch a new product or service. 


You need direct mail service that assumes full respon- 
sibility and crystalizes your basic thoughts into resultful 


ideas. 
en 
S| 








HICKEY - MURPHY - ST. GEORGE, INC. 


Creative Direct Mail Advertising 
2 WEST FIFTY-SIXTH STREET“ NEW YORK 19. N. Y - CIRCLE 46-8737 


Christmas 1947 





hat better time than Christmas 
for every American to reaffirm 
his faith in God and emulate the 
great builders of our nation — 
God-fearing men—twho turned to praver for guid- 
ance and inspiration. v Only through praver 
and faith can toe assure the continuance of freedom 
Without fear—tolerance without turannu—democ- 
racv and lasting world peace. ay Without che 
worship of God, life is stark. On this Christmas 
Dav, let us humbly pav homage to Christ whe 
humbled himself for mankind. “ay Let us resolve, 
through Christian fellowship, to do our part to 
maintain the rich heritage of our country and to 
help those Iess fortunate peoples of the world. 











INTERNATIONAL PAPER COMPANY 








